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Advertising & 
Sales Promotion 


FORMERLY ADVERTISING REQUIREMENTS 


The inside story of a large-scale promo- 
tion, involving $14% millions and many 
months. 


An Advertisers Buying Guide covers the 
sources of those cute animals you see in 
ads and on tv. 


Business Gift-Buying Habits Page 95 


Business Gift Portfolio Page 106 
Art Directors’ Own Cards Page 58 





NON- 
STOP 
IDENTITY 


No matter where, when or how you look at St. Lawrence 
Offset Enamel, you know it at a glance. You know it for 
its high whiteness, its high gloss..On the press—at high 
speeds, it’s aslick performer, a tight grip for inks. Color 
and art won't bury its identity or dull the brilliance of 
this versatile Newton Falls paper. Use St. Lawrence 
Offset Enamel once—know it whenever, wherever or 
however you look at it thereafter. 


NEWTON FALLS PAPER MILL, INC. 
330 West 42nd St., New York 36, N. Y. 





Lemonstrators! 


Right now! Any number! 
Any market! 


A call to your local Manpower office will set up 
Store Demonstrations wherever your product is 
sold. Use Manpower locally or regionally ... or 
on a national scale. Neat, attractive, experienced 
demonstrators will be wherever you want them 
...on time ...and fully trained in the presenta- 
tion of your product. Rates are low and consider- 
ing the administrative load Manpower takes off 
of your hands you can save a good deal of money 
over using your own demonstrators or contracting 
with brokers and retailers to supply the service. 


Please send me detailed information on the 
following Manpower and Salespower Services: 


MANPOWER ING. 


820 North Plankinton, Milwaukee, Wisconsin 


[] Product Demonstration _] Other 


Other Manpower and Salespower Selling and Marketing Services: 


Name 
Survey Interviewing Display Set-Up 


Sample Distribution Auxiliary Sales Force through 
Mystery Shopping our Salespower, Inc. Division 


Convention Work Store Audits 


Firm 


—— a oe oe 


Address" 
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Do your stockholders i 
read between the lines? 


Of course they do. Everybody does. Even when 

studying your annual report a shareholder sees more 
than just text and pictures. Unconsciously, he is aware 
of the care and pride with which you have prepared 
your message, selected the paper for it, and chosen 

the printer who will reproduce it. . . care and pride 

he will associate with the management of your company. 


The skill and experience of a good printer can help you achieve a 
true quality image when you present your company ‘‘on paper’. 
So consult him early in the planning stages. He’ll be able to help you 
in many ways. Very likely he’ll recommend Warren Paper, too. 
Because Warren Paper takes a good impression — and makes a good 
impression. S. D. Warren Company, 89 Broad St., Boston, Mass. 


arren’s printing papers make a good impression 


HIGH ARC 
Steal ent | 
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r) Just Between Us... 


How Good Is Your Mailing-List? 


Direct mail plays an important role in practically all advertising and 
sales promotion campaigns. Getting results depends, as was said of genius, 
on possessing infinite capacity for taking pains. And the mailing-list may 


be the most vulnerable spot in a campaign that otherwise has everything to 
commend it. 


Increased postal rates and higher production costs have taught direct 
mail advertisers the importance of good creative work in writing the copy, 
laying out the printed piece, selecting the right paper or letterhead, choos- 


ing the most effective color combination and making it easy for the recipient 
to respond. 


But if the mailing-list is less than right for the job, a large part of 
the effort and money going into the project is bound to be wasted. No mail- 
ing-list stays 100% correct for very long. The process of obsolescence 
Starts as soon as it is prepared. Thus a company using a list regularly must 
take the time and trouble to weed out the deadwood and to add live new names. 
Salesmen can help, and direct mail itself can be used to get corrections. 


Big lists must be tailored accurately to the job in hand. Experts in 
building and maintaining lists can more than pay their fees by the savings 
they can insure and the greater results they can bring about. For products 
with selective markets, lists must be built with exceptional care. There are 
many ways to get the right character for a list -- by compiling names of home 
owners, automobile registrants, owners of hunting and fishing licenses, etc. 


But only eternal vigilance and unremitting care will keep a list live and 
responsive, and assure the kind of results that make direct mail pay off ina 


big way. 
Kai \ 


G. D. Crain Jr. 
Publisher 


October, 1961 ADVERTISING & SALES PROMOTION VOL. 9 NO. 10 


ADVERTISING & SALES PROMOTION (former- Publisher saat ; I I Jr \dvertising Director ond F Cc a 
isi i s wublishe Editorial Director I ernsteir Ac tising S : ack Johnson 

7 a a ae aoe i. ee Managing Editor . Robert <onikow ales and §S ce Manager William Hanus 

monthiy at & Illinois St., Chicago ll. Eastern Editor ; ... Ted Sanchagrin 200 E. Illinois St., Chicago 11, 

(DElaware 7-5200) Single copy, 50c. Sub- Washington Editor ... . Stanley E } (DElaware 7-5200) 

scriptions: one year, $3; two years, $5; three Associate Editors . Advertising Sales Offices 

years, $6. Add $2 per year for foreign post- Editorial Assis : Sere New York: 630 Third Av. (YUkon 6-5050) 

age except for Canada, U.S. possessions and Editorial Assistants or Anston Daniel J. Long, Eastern Advertising Mgr. 
r - Los Angeles: 8217 Beverly Blvd. (OLive l- 

; Ps Art Director ..... . David Godfrey 3710) Richard E. McCarty, Western Adver- 

Chicago, Ill. and at additional mailing of- Associates ... Harold Waddell tising Manager. . 

tices joseph Faraci San Francisco: 22 Battery St. (YUkon 1+ 

Circulation Director ........ Myron A. Hartenfeld 1299) Wm. Blair Smith 

Copyright 1961 Ge P Portland: Frank J. McHugh Jr., 520 S.W. 

Advertising Publications Inc. ae 6th Av., (CApitol 6-2561) 


Pan-America. Second class postage paid at 


October 1961 * BBS - 





Ni Advertising & 
Sales Promotion 


FORMERLY ADVERTISING REQUIREMENTS 


Hii} TUUVEQNOTNLAUENA AOA 110000 


What Business Thinks about Christmas Gifts .... 95 
P.O.P. for Pop An exclusive survey reveals the habits of 
:; te American business, how much they spend, 
mpulse purchases were the target E ; 
of Marketing Director Walter Sala what they buy, what they think about gift- 
and Adv. Prod. Mgr. T. Harty of giving Robert B. Konikow 
Crush International, Inc. when 7 <a E 
they created these colorful foil 
strips to spark vending machine 
sales. They assigned Chicago silk- 
screeners Thad Kuezek, Sr. and 


Thad hKuezek, Jr. of the Para- i i 
sane = he ae the bright Portfolio of Gift Ideas 


enamel colors onto .002 bare metal A selection of unusual gifts, culled by A&SP 


foil and die cut a tab edge for back- editors from releases, catalogs and trade 
ing peel away. Kleen-Stik peel-and- 
press foil made the signs instantly shows. 
applicable to vending machine sur- 
faces without fuss, muss or bother. 
Sign colors were matched to flavors 
orange for Orange Crush, purple 
for Grape and yellow for Grape- 
fruit) for quick identification of the 
product 


NG 


cK il 


Art Directors’ Personal Greeting Cards 
What happens when art directors are unin- 
hibited by fussy clients or bothersome account 
executives. 


SELF-ST 


Two-Way Profit Producer 


L.& 


Trained Animals x 
An Advertisers Buying Guide tells how ani- 
mals are used in sales promotion, where to get 
them, and some precautions to take. 

A unique idea for a double duty Ted Sanchagrin 

self-mailer led Personal Products 

Company's Production Manager 

Walt Talan to use Kleen-Stik’s fa- 

mous two-sided Dubl-Stik. When 

the company wanted to send a 70¢ 
refund to tryers of their “Jonny” 

Mop, coins were simply laid on an 


adhesive strip and the top half of Behind the Scenes at a Major Promotion 


the mailer was pressed over the The inside story of a $1% million department 
coins. Thus, the mailer was sealed 


and coins secured in one easy oper- store promotion—Carson Pirie Scott’s British 


ation. The mailing piece was Fortnight. Bette Macon (_ Cansons 
printed offset by l niman Printers ; 


rin (CO BRTRSEA, 
of New Brunswick, N.J. under the fortnight’ 
direction of Joseph Uniman. Ap- 

plication of the tape to the mailer 

was supervised by Joseph Kaye 

of **K”* Service in Newark 


VERS AT 


Single-duty., double-duty 

or more—you'll find all the DEPARTMENTS Graphic 

answers to your trickiest Packaging & Labeling 

display problems in versatile Art & Photography Premiums, Prizes & Specialties 95 
Kleen-Stik ... just ask your Audio & Visual Aids ; Shows & Exhibits 86 
favorite printer, lithograph- ive Ad > < & Displ: 

er or silk-sereener ... or rect avertising ; agns < ispiays 

write direct. 


REGULAR FEATURES The Editor's 


Film Review 

Just Between 
tuvers Guide dvertiser Next Month in A&SP 
Index Promotion Almanac 


PRODUCTS, INC. Books for Admen Readers Write 


7300 West Wilson Avenue Coming Conventions ........ 8 A&SP Reprints 
Chicago 31, Mlinols Competitions to Enter Sales Promotion News ...... 
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CONTENTS 


CUUIANUNN A 11111 THIQUQAQQTO0 TAAL AAA 


When Your Ad Needs Translation vas 
It isn’t easy to shift advertising, with its own lingo, into an- 
other language. David H. Harris 
How to Play Poker by Mail 
Sending cards out by mail to build a este head is one way 


of ensuring that your pieces will be kept. W. F. Lavelle 


How to Capture the Past for Today’s Promotion 


A sales incentive program was built ounnl ae picturesque 


gold rush days. Wayde W. Cloyd 


Who Keeps an Eye on Your Printing Bills? 


You can cut down your costs if you make it senbialia's 
business to watch them. Frederic Kammann 


What Makes Up Art Direction? 


An art director provocatively spells out he nature of the 


job. Esther M. Harris 


CRESCENT 


No.1 


ILLUSTRATION 
BOARD 


How to Make the Most of Color Prints & Transparencies 
Here are some unusual ways to use color to give your pro- 
motion more impact. Dolph Franklin 


Which Packages Succeed in Shopping Centers? 
A variety store merchandiser points out the qualities that 
makes sales. N. L. Jones 


A new 
concept in 
premium illus- 
tration board 
for washes, 


How to Package a Premium 
The simplest way is sometimes the best way, as Helene 
Curtis discovered in one tie-in campaign. 

A Presentation by the Book 


How a division of Food Machinery Corp. found a simple 


way to tell its dealers its story. Art Gerard 


Why a Trade Show Exhibit? 


A look at the growth of the trade show, and at some of 
its potentials. Roger R. Tierney 


How to Make Your Contest Succeed 
A veteran marketing man outlines some of the factors 
which spell success or failure. Frank W. Gray 
Changing an Image by Changing a Trademark .. 
How a redesign program upgraded the image of a Philadel- 
phia diaper service. Bill Storm 
Signs with Impact 


How a sign program has developed through the years, and 
built a company image. Arnold McCarley 


pen and ink, 
casein and 
all illustrative 
techniques 


CRESCENT. 
CARDBOARD 


1240 N. HOMAN AVE. - CHICAGO 51, ILLINOIS 
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LMAO SLs 
with a 
Thousand Uses 


ad 
ACIUSITIAIE) Guole 


Tir Tas GO 


i a) 


LOWS CLUB +o TREES 


Hy oe SALt 


Big, brilliant Letter-Banners can 
strengthen any promotion program, re- 
gardless of size. They're custom-made 


in any quantity—1 to 10,000—and | 


shipped ready to use. Priced as low as 
$2 per banner. For details on these and 
other Pratt outdoor banners, pennants 
and flags, ask for Catalog 61. 


MANUFACTURERS: Ask about our plan to set up a 


complete dealer outdoor pornt-of-purc hase display pro- 
gram that operates WITHOUT COST TO YOU 


IPiR AlT|T 
dak teaaen co., INC. 


225 N. NEW JERSEY « INDIANAPOLIS 4, IND, 
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Information, Please... 


Why Don’t People 
Help Themselves? 


It’s an old story, but apparently 
it can’t be told too often. Or to be 
more honest, it’s a complaint, not a 
story. A question, a plaintive voice 
crying in the wilderness. 

Why can’t people read English? 

The cause for all this anguish is 
our Sales Promotion Almanac for 
1962, for which the data are being 
collected as this column is written 
in the last hectic hours before a 
vacation which has to be squeezed 
into the rigid schedule of a monthly 
magazine. 

Just in case you are one of our 
readers — a minority, I hope — who 
does not know about the Almanac, 
it is an annual publication which 
lists information in three series: 


e Special days, weeks and months 
e Conventions in the fields we cover 
© Competitions and awards made 
for the things advertising and sales 
promotion men do. 


We issue this about the middle of 
September each year. Obviously, it 
has to appear well in advance of the 
actual dates. It takes time to work 
out a program for promotion, and a 
sales promotion man has to get 
started well in advance. If he plans 
to attend a convention, then he 
wants to pencil it in on his schedule 
far ahead, and perhaps work in 
other business on the same trip. If 
he thinks an activity with which he 
is associated deserves recognition, 
he needs time to write for the official 
rules and entry blanks, and then to 
prepare his entry. 

So we must release the informa- 
tion some time ahead of the earliest 
event to be included in the Almanac. 
And we need all the dates for the 
entire calendar year. Yet we send 
out to get our information about 


Pd Kerhowr 


July 1 of each year. 


> There is bound to be some con- 
fusion. People who are getting in- 
volved in a convention scheduled 
for September of 1961 find it diffi- 
cult to really believe us when we 
ask for the exact dates and place of 
their 1962 meeting. In most cases, 
they know these facts; they just 
can’t think of anything beyond the 
next few months. And in some 
cases, as with an annual competi- 
tion, the dates for closing are not 
set when we ask for them. Occa- 
sionally the sponsor may not know 
whether a particular week will be 
repeated or not, never mind when. 

We do our best to be as clear as 
possible. We send each of the spon- 
soring organizations a letter which 
says, in part: “to correct it for 1962 
(please remember, 1962)” and then 
starts the next paragraph with this 
sentence: “Remember, we are com- 
piling data for 1962.” 

On each letter was pasted a clip- 
ping of the way the event had been 
described in the 1961 Almanac, or 
in a more recent column in one of 
the 1961 issues of ApbveRTISING & 
Sates Promotion. In addition, of 
course, each organization mentioned 
had received a copy of the Almanac 
when it originally came out, with a 
letter asking it to keep us informed 
of all pertinent decisions. 

In most cases, the organization 
had little to do. Make any changes 
in date, address or whatever, and 
return the entire letter to us. But 
you'd be surpised at the number of 
letters which came back to us just 
initialed “OK”, with no correction 
in date. Yet a simple look at the 
calendar makes it clear that the date 
did not stay the same. If a special 
week took place from Sunday to 
Saturday in 1961, it isn’t logical to 
think that the same week will be 
held from Monday to Sunday in 
1962. But that’s what we would tell 
our readers if we assumed that 


Display Typefaces in this issue . . 
31—Record Gothic Condensed; 


. 25—Venus Bold; 30—Record Gothic Condensed; 
39—Barnum; 


42—Brody; 58—Record Gothic 


Condensed; 61—Jumbo Typewriter & Agency Gothic; 66—Craw Clarendon; 75—Bo- 


doni Black Italic; 77—Trafton Script; 


81—Dom Casual; 
densed; 93—Mistral; 95—-Record Gothic Bold Extended; 
115—Record Gothic Condensed; 125—Bodoni Bold; 130 


86—Record Gothic Con- 
106—Venus Bold Extended; 
Signal Black. 





PRODUCTION MANAGERS... 


how long ts 
an hour? 


600 miles long. In this jet age, the United States is only “six hours” wide. Emery Air Freight gives 
same day or overnight delivery anywhere in the country. That’s why more and more production managers 
are using the speed and reliability of Emery to gain extra time for production of engravings, clectros, and 
inserts to meet tight closing dates. Also, Emery’s nationwide coverage means promotion material can be 
distributed simultaneously to dealers all over the country to tie in with national promotion plans. Find 
out how much faster Emery can deliver for you by calling your local Emery man, or write... 


EMERY AIR FREIGHT 


801 Second Avenue, New York 17, New York Offices in all principal cities. 
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YOUR DISPLAYS 


WITH MOTION 


and for your 
ANIMATED DISPLAYS 


Te, 
. ™~ 0 


i 


SERIES FB 
Enclosed Helical { 
gear motor -low 
cost, quiet oper 
ation. 
Write for details. 


CL) VUE-MORE TURNTABLES 
[) BREVEL MOTORS 


VUE-MORE CORPORATION 


hie al. le ee 
601 WEST 26 STREET NEW YORK IN Y 
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everybody knew what he was doing. 


> Much of the work involved in 
putting out an acceptable and useful 
“Sales Promotion Almanac”’ is this 
sort of back-stopping, irking be- 
cause it is unnecessary. If people 
would only read a letter carefully, 
and follow instructions, it would 
save us all a lot of time and money, 
and permit us to do a better job of 
producing a magazine and its re- 
lated services. 

Of course, maybe it’s our fault, 
and this is something that one can 
never take for granted. Whenever 
you issue instructions, you have to 
make sure that there is no possi- 
bility of going wrong, no chance of 
somebody reading into your words 
a meaning you didn’t intend. 

But as we reread our letter, it’s 
hard to see how it could be clearer, 
especially considering the audience 
of intelligent, promotion-minded 
people to whom it is directed. What 
happens always has and always will 
baffle me. What can we do about it? 


What's Your Mood? . . Somebody 
has passed on a sheet torn from an 
unidentified newsletter, so I can’t 
give credit for this item. It points 
out that many organizations have 
used colored paper for identifying 
copies of letters by department or 
by function, or have used colored 
borders to indicate the nature of a 
communication. Red borders, for 
example, indicate the letter is ur- 
gent. 

One company, the newsletter re- 
ports, has carried this approach one 
step further. It supplies each execu- 
tive with an assortment of colored 
paper, to permit him to make the 
selection to fit his mood and the 
mood of the letter. He might choose 
a sheet of red to convey feelings of 
anger, blue to pass along a com- 
mendation, orange to indicate con- 
fusion. Let’s only hope that the re- 
cipient uses the same color code. 


New Precaution .. In this age of 
passing the buck, we’ve run across a 
new example. The other day a press 
release came into our office, a 
standard notice that a manufacturer 
had been issued a new contract in a 
missile system. Nothing particularly 
earth-shaking about the news, but 
at the bottom of the two-paragraph 
release was the statement “Ap- 
proved for Release by” and the sig- 
nature of the Assistant to the Ex- 
ecutive Vice President. I’m not sure 
how much this adds to the believ- 
ability of the release, or is this an 


attempt on the part of this com- 
pany, with which I am not familiar, 
to win back lost confidence? 


Title to Come . . Everybody’s 
going to be top management, if one 
can take all the predictions for 
granted. One of the latest was made 
by A. J. Gardner, marketing vice 
president of the packaging division 
of Olin, who told the packaging 
conference in Chicago that “the 
position of vice president for pack- 
aging will not be uncommon in in- 
dustry a decade from now.” 

One begins to wonder whether 
there may not be too much top to 
management one of these days. It’s 
like the dilemma of the olives, where 
the smallest size is “Giant,” isn’t 
it? Or where one brand of auto- 
mobiles offers a Super model and a 
Custom. Would you know that the 
Super is the low end of the line? 

44 


Coming 


Conventions 


All meetings listed here are annual con- 
ventions, unless otherwise described. 


“New since last month 


OCTOBER 


2-5. . . International Assn. of Electro- 
typers & Stereotypers Inc. (1058 Leader 
Bldg. Cleveland), Shoreham, Wash. 


3 .. . Advertising Research Foundation 
Inc., (3 E. 54th St., N. Y.), Commodore, 
N.Y. 


3-5 ... Business & Corporate Gift Show, 
(12 W. 72nd St., N. Y.), Trade 
Bldg., N. Y. 


4-7 . . . Intl. Typographic Composition 
Assn. (15th St. & New York Av., NW, 
Washington), Queen Elizabeth, Montreal 


6-9 ... Mail Advertising Service Assn., 
(622 Sth St.. NW, Washington 1) Statler- 
Hilton, N. Y. 

*7-11 .. . Exhibit Producers & Designers 
{ssn., (511 Sth Av., N.Y. 17), Royal Or- 
leans, New Orleans 


9-14 .. 


cw or 
(5728 


Show 


{merica 
W ashing- 


. Printing Industry of 
Connecticut Av., NW, 
ton), Statler-Hilton, Pittsburgh 


10-13 .. 
(230) Park 
M: 3s 


13-15 ... Screen Process Printing Assn. 
Intl. (549 W. Randolph St., Chicago 6), 
Netherland Hilton, Cincinnati 


18-20 . . . Packaging Institute Inc., 
Madison Av., N. Y. 17), Biltmore, N. Y. 


22-27 . . . Outdoor Advertising Assn. of 
{merica, (24 W. Erie St., Chicago 10), 
Diplomat, Hollywood-by-the-Sea, Fla. 


. Direct Mail Advertising Assn., 
Ave., N. Y.), Statler-Hilton, 


(342 





Babe's 


No ONE KNOws how soon color 
catches a baby’s fancy, but it must 
be very early, and thus all of us 
quickly grow to know the beauty, the 
challenge, and the identification 
color provides. 

A simple but sensible use of color 
is found in Howarp Bonp’s twelve 


HOWARD PAPER 


Howard 


Mitts, 


clean, clear colors. For business 
forms Howarp colors identify, speed 
action, reduce errors. For many 
kinds of business printing Howarp 
colors provide an attractive two- 
color effect at one-color cost. And 
it isn’t often you find so fine a water- 
marked bond at its thrifty price. 


DIVISION OF | 


**The Nation’s 


— 


bond 


Business Paper’’ 


eve view of a wondertul colorful world! 


Your printer and/or paper mer- 
chant can show you samples. Or 
write and we'll have a sample book 
on your desk in considerably less 
than a week. 

ee ae 


ALL HOWARD PAPERS are quality 
controlled by AccuRay 


© URBANA, OHIO 


Duplicator + Posting Ledger * Du-All 


Basis 80—Vellum Finish 





At your finger tips—have the 
sample book that has the answer 
to more than half your printing needs — 


WiAXGERRTE 


For every kind of printing —one color, two color, full color, half 

tones (see above). So sparkling on snowy Maxopaque. And with 

built-in savings thanks to opacity that encourages use of lighter 

weights for savings in paper cost, inventory storage, postage dollars 

Write for a sample book, and watch half of your paper problems vanish B 1 color—half tone 


Cc 1 color—line 
Printed on Maxopaque—Basis 80—Vellum Finis! Balance 4-color process 


HOWARD PAPER MILLS, aetna parer company - pivision oF |*! -Regis + DAYTON, OHIO 


COMPANY 





23-25 ... American Photoengravers Assn., 
(166 W. Van Buren St., Chicago 4), Pitts- 
burgh Hilton, Pittsburgh 


28-31 . . . Natl. Automatic Merchandis- 
ing Assn., (7 S. Dearborn St., Chicago 3), 
McCormick Place, Chicago 


31-Nov. 3... . Natl. Paper Trade Assn. 
(220 E. 42nd St., N. Y. 17), Conrad Hil- 
ton, Chicago. 


31-Nov. 2... Packaging Assn. of Can- 
ada (1835 Yonge St., Toronto 7, Ont.). 
Automotive Bldg., Toronto 


NOVEMBER 


1-3 . . . Packaging Institute (342 Madison 
4v., N. Y. 17), New York 


4-11 . . . National Academy of Televi- 
sion Arts and Sciences, (200 Central Park 


S., N. Y. 19) N. Y. and Washington. 


7-9 . . . Point-of-Purchase Advertising 
Institute (11 W. 42nd St., N. Y. 36), Me- 
Cormick Pl., Chicago. 


7-10 .. . Packaging Machinery Mfrs. In- 
stitute Show, (Hanson & Shea Inc., 1 
Gateway Center, Pittsburgh 22), Cobo 
Hall, Detroit. 


12-15 . .. Public Relations Society of 
America, (375 Park Av., N. Y.), Sham- 
rock-Hilton, Houston. 


DECEMBER 


3-7... . Natl. Assn. of Display Industries, 
(Hotel Governor Clinton, 3lst St. & 7th 
Av., N. Y.), Trade Show Building, N. Y. 


COMPETITIONS 


for you 


TO ENTER 


OCTOBER 


On-The-Air Promotion Awards 
Sponsored by Broadcasters’ Promotion 
Assn., c/o Television Bureau of Adver- 
tising, 1 Rockefeller Plaza, N.Y. 20. 
Awards to best stations on radio, tele- 


vision and FM. 


The Year’s Best Direct Mail 


Top recognition in the direct mail field is that 
given by winning the Gold Mail Box, awarded 
each year by the Direct Mail Advertising Assn. 
Here is the winning campaign, plus the two run- 
ners-up. 


SSCS ESTERS RES TESTES SSS ESTE SESS SESE SEES SEES Eee eee eee ee 


Closes Oct. 15 


Aerosol Package Award 
Sponsored by Chemical Specialties 
Mfrs. Assn., 50 East 41st St., New York 
17. Best packaging using aerosol con- 
tainers. 


% ee 
"hase ave’ 


What’s New 
in P. 0. P. 


A preview of the Point-of-Pur- 
chase show, scheduled for Chi- 
cago’s McCormick Place. 


Cleses Oct. 31 


Meet Philco’s 
Mr. X-Tra 


A cartoon character served as the 
keynote in a campaign to build 
the loyalty of tv repairmen. 


NOVEMBER 


Brotherhood Media Awards 
Sponsored by Natl. Conference Chris- 
tians and Jews, 43 W. 57th St., Neu 
York 19. Mass media advertising which 
stresses brotherhood theme. 
Closes Nov. 22 (tentative) 


DECEMBER 


Music in Advertising 


FNEXe) FLUORESCENT MATERIALS 


At first these brilliant pigments overwhelmed viewers by 
their very brilliance, but designers are now learning to 
use them better. Here is what they are doing and what 
materials are available. 


Sponsored by American Music Confer- 
ence, c/o The Philip Lesly Co., 100 W. 
Monroe St., Chicago 3. Best advertising 
of non-musical products using a musical 
theme. 


Cleses Dec. 1 


Editorial and Advertising Art 


Sponsored by the Art Directors Club of 
New York, 115 E. 40th St., New York 
16. Best editorial & advertising art and 
design produced in past year. Obtain 
information from Mrs. Marie Archer, 


SSSR SERS SE EERE RESET TETHER SRS SETTER ERE RESET 
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Justiry To Fit 


Compese Easily 


JUSTIFY 
CENTER 


CENTER 


TUCK WORDS UNDER 


198 


Supeaica wumenats 


Els 
reverses 


| 
i 
| Produce 
| drop 

| Shadows 


Ma i 
on 


COMPOSE MORE 
THAN ONE LINE 


ON A STRIP 


FS 
BS 


ts 


Look what the Typro can do! 


(and this is just a sample) 


The Friden Typro is a precision 
photo composing machine that 
does more lettering and headline 
jobs than any other machine of its 
kind. You can have 15 fonts in 
the machine at one time (from a 
choice of 1800, in 6 to 144 point), 
and you change fonts in an instant. 
Composing operation is simple: 
just dial and expose. The perfectly 
aligned characters—even whole 
words or logotypes—come out ra- 


zor-sharp and ready for paste-up. 
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Why not find out how one can fit 
into your organization? Talk to 
your Friden Man. Or write: 
Friden, Inc., San Leandro, Calif. 
THIS IS PRACTIMATION: 
automation so hand in hand with 
practicality there can be no other 


word for it. 


Kriden 


Sales, Service and Instruction Throughout the U.S. and World 
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Executive Secretary. 
Closes Dec. 15 (tentative) 
Folding Carton Designs 
Sponsored by The Folding Paper Box 
Assn. of America, 222 W. Adams St., 
Chicago 6. Awards for best paper box 
designs of year. Open only to members 
of The Folding Paper Box Assn. of 
America. 
Closes Dec. 31 


Promotion 
Almanac 


JANUARY 


1-31 .. . Break-a Cold Month; Church & 
Dwight Co. Inc., 70 Pine at. ee. 


1-31. . . Natl. Colorado Beef Month; 
Livestock Div., Colorado Advertising and 
Publicity, State Capitol, Denver 2 


1-31 . . . Wheat Bread Sales Month: 
Natl. Bread Sales Months, 111 N. Marion 
St., Oak Park 1, Ill. 


1-31 . . . United Cerebral Palsy Month: 
United Cerebral Palsy Assns., 321 W. 44th 
=., N.Y. 36 


1-March 31 . Louisiana Yam Supper 
Season: Louisiana Sweet Potato Adv. & 
Development Comm., P.O. Box 132, Ope- 
lousas, La. 


2-31 ... The New March of Dimes; The 
Natl. Foundation, 800 2nd Av., N.Y. 17 


7-14... Save The Pun Week: The Soc. 
for the Revival and Preservation of the 
Pun, Box 835, Grand Central Sta., N.Y. 17 


14-20 ... Intl. Printing Week: Intl. 
Printing Week Comm., c/o Wm. H. Evans, 
Route 7 Box 859, Charlotte 9, N.C. 


8-27 .. . Large Economy Size Promotion; 
Chain Store Age, 2 Park Av., N.Y. 16 

14-20 .. . Civil Service Week; American 
Federation of Government Employees, 900 


F St., NW, Washington 4. 


17-23 ... Natl. Franklin Thrift Observ- 
ance; Natl. Thrift Comm., 121 W. Wacker 
Dr., Chicago 


20-Feb. 20 . . . Jewish Music Festival: 
Natl. Jewish Welfare Board, 145 E. 32nd 
St., N.Y. 16 


21-26 ... Jaycee Week: U.S. Junior 
Chamber of Commerce, 21st & Main Sts., 


Tulsa, Okla. 


21-27 ... Y.M.C.A. Week; Natl. Council 
of Y.M.C.A., 291 Broadway, N.Y. 7 


25-Feb. 3 .. Natl. Kraut and Frankfurter 
Week; Natl. Kraut Packers Assn., 202 S. 
Marion St., Oak Park, Ill. 

26-Feb. 4... Natl. Fur Care Week; Har- 
ry Jay Treu Inc., 352 7th Av., N.Y. 1 


Well, ovr specialist on telephone 
book advertising has gone to lunch. 
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Objects to Omission 


@ On page 55 of your September is- 
sue, you ran a feature article on 
pressure sensitive materials and 
products. This article mentioned 
most of the manufacturers of pres- 
sure sensitive materials. However, 
there was no mention made of Chi- 
cago Show Printing Co. or Mystik 
Adhesive Products. 

We also take issue with the para- 
graph in this article which gave 
credit to another manufacturer for 
the original conception and develop- 
ment of pressure sensitive labels, 
and we also feel that this article 
represents an inadequate coverage 
of the industry. 

Chicago Show Printing Co. pic- 
neered in the development of pres- 
sure sensitive printing materials and 
labels, and according to the best in- 
formation available, the engineer 
who started his development work 
on Mystik in 1934 was the first to 
develop a pressure sensitive mate- 
rial and we started manufacturing 
Mystik on a production basis in 
1935. We believe that this was the 
first commercial use of this type of 
label stock. 

Mystik adhesive-backed printing 
materials of various kinds are avail- 
able through paper jobbers and dis- 
tributors throughout the U.S.A. and 
Mystik is manufactured through 
franchise licensees in many foreign 
countries. 

M. T. GREEN 

Vice-president, Director of Sales, 

Chicago Show Printing Co., 

Chicago. 


(We are sorry that we omitted Mys- 
tik from our list of manufacturers, 
since we are anxious that our buy- 
ing lists be as complete as possible. 
In compiling this list, as we do with 
others, we checked available direc- 
tories, went through files of publi- 
cations, and talked to many people 
in the industry. In spite of this net- 
work of research, we missed Mystik 
and we apologize. . . Ed.) 


Blooper Report 


e The advertisement for the 44th 
DMAA convention certainly caught 
my eye. (see A&SP, July, p. 86). 
What I would like to know is how 
we can send “our best man” off in 
an envelope postmarked October 8, 
1961, have him attend the DMAA 


convention from October 10-13, and 
receive him back “with great ideas” 
in an envelope also postmarked Oc- 
tober 8, 1961. 
What happened to the belief “It’s 
the little things that count.”? 
JoHN L. Lewis 
Account Executive, The Lynn Or- 
ganization Inc., Wilkes-Barre, Pa. 


(It’s quite a trick, but that’s one 
way to make sure you get fresh 
ideas, and that’s what DMAA con- 
ventions have been noted for 


Ed.) 


Way Out Layouts 


e Thank you for “Is Your Layout 
Way Out?” (see A&SP, June, p. 74) 
It’s about time some one pointed 
out the utter asininity of today’s love 
for illegible typography. 

The examples that illustrate this 
article may be parodies, as the au- 
thor says, but I’ve seen plenty of 
examples that are as bad or worse. 
F’rinstance, a recent issue of Busi- 
ness Week carried an advertisement 
for: 

UND 

ERW 

OOD 
How acute can you get? 

Mr. Hurlburt’s article should be 
required reading for every art di- 
rector and should be in the kit of 
every account man who has to deal 
with clients who equate “creativity” 
with mere departure from accepted 
and proved principles of communi- 
cation. 

C. W. MeETcaLr 

Engineered Advertising, Sharon, 

Mass. 


About That Tiger 


@ Only because I grew up with Tar- 
zan (all of Edgar Rice Burroughs’ 
books are in my library), and be- 
cause I have little else to do at the 
moment, do I suggest that Mr. 
Reamer’s suggestion should have 
remained unsuggested. (see A&SP, 
August, p. 12). 

Because: Tarzan lived in Africa. He 
fought only African beasts (lions, 
leopards, elephants, gorillas, canni- 
bals). 

Because: The tiger is an Asian fe- 


longer-lasting “looks” 
in wire displays 


@ Wire displays by Indiana not 
only give you strength and econ- 
omy ... but all-important good 
looks as well! And when Indiana 
builds them, both the sparkling 
appearance and the display last 
longer—insuring longer work- 
ing life. 

Take this Ford Battery Display, 
for example. Our designers 
worked out a structural form that 
was pleasing to the eye as well as 
strong. (Handles up to 120 Ibs. 
per shelf without sagging, be- 
cause the shelves are reinforced 
with 3/16” x 34” bar stock and 
5/16” diameter wire is used in 
the sides). Then in manufacture, 
measures were taken to preserve 
the attractive appearance and 
therefore prolong the useful life 
of the display. That is why all 
our baking enamels are specially 
formulated to our own exacting 
specifications. It is also the rea- 
son all our metal displays are 
thoroughly cleaned and phos- 
phate under-coated before baked 
enamel is applied. 

It will pay you—just as it did 
Ford—to let Indiana design and 
build longer-lasting good looks 
into your displays. Why not con- 
sult us next time you have a dis- 
play problem? 


INDIANA WIRE & SPECIALTY CO.; INC. 


DALY and SHELBY STREETS 
INDIANAPOLIS, INDIANA 


Manufacturers and Designers of Displays from 
Wire in combination with other materials 
since 1945. 
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GF the year’s special days, weeks 
and months 


@aF~ conventions for advertising 
and sales promotion men 


GM awards for achievement in 
editorial, advertising, sales promo- 
tion and public relations 


This convenient booklet, now in its 
third annual edition, gives dates, 
sponsors and addresses. You'll use it 
all through the coming year. 


$1 per copy 
Quantity prices on request 


: Reprint Editor 

: Advertising & Sales Promotion 

: 200 E. Illinois Street 
Chicago 11, Ill. 
Please send me 

: A&SP Sales 

: 1962. 

: I enclose $ ; 

: (ll. residents add 4% sales tax) 


: Name 


: Company 


October 1961 


copies of the : 
Promotion Almanac for : 


line, not indigenous to Africa. 
Because: Tarzan never visited Asia 
in book or in movie. 

Therefore: Tarzan probably never 
even saw a tiger that wasn’t behind 
bars. (Come to think of it, there 
are no tigers behind any of the 
bars I visit, either!) 

Please understand, it is only be- 
cause of my long friendship with 
Tarzan (Lord Greystoke) that I 
take the time to explain to Mr. 
Reamer the fallacy of his plan. It 
would lead Mr. Brisstar up many 
blind alleys and through many dark 
jungles. 

No tigers . . 
Grrrrr! 


. and I’m not “lion.” 


VERNON L. KiIssIG 
Sales Promotion Manager, Helms 
Bakeries, Los Angeles. 


Speaking of Campaigns 


@ The article “A Low-Cost Cam- 
paign to Build Attention” (see 
A&SP, July, p. 77) by Wagemaker 
Co., Cadillac, Mich., reminds us of 
an effective campaign we conducted 
for our Pennsylvania Power Mower 
division in 1959 to kick off the 1960 
lawn mower line. 

We used 10 different self-mailers 
and an 11th follow-up piece. The 
general theme was “The Giant Is 
Awake!” The first nine pieces were 
mailed from different locations well 
known in the trade as the “home 
bases” of our largest competitors. 
The 10th piece was mailed by our 
salesmen after they filled in a spot 
indicating the exact dates on which 
they would call on their distributors. 


This was a teaser all the way, as 
our company was not _ identified 
even with the 10th piece. Each sales- 
man called on his specified dates 
and presented special folders with 
his photograph printed on the front 
covers (folders contained complete 
catalog, price lists and literature). 

The complete program ran from 
July 6 to about August 15 so that 
distributors and distributor pros- 
pects received two mailings per 
week. Each mailer increased in 
physical size as well as the im- 
portance of the message it con- 
tained. The 4th and 6th mailers con- 
tained reply cards with a LaGrange, 
Ill., address which was the location 
of the lawn mower designer. The 
card was addressed to “Mr. Giant, 
whoever you are!” 

A great deal of interest was gen- 
erated in the trade and in our own 
sales organization by these “giant” 
mailings. 

We made a series of 5 mailings 
directly to the dealers. These con- 
sisted of a series of special cartoons. 
In each case we sent the dealer a 
large 16x20” size for posting on the 
store window and a 8x10” size for 
posting near or on the cash register. 

The entire program was produced 
in conjunction with Cunningham & 
Walsh Inc., who was handling the 
Pennsylvania Lawn Mower account 
for us at that time. Cunningham & 
Walsh artist Eric Gurney produced 
the cartoon series. 

DanieEL J. GRIFFIN 

Asst. Advertising and Sales Pro- 

motion Mgr., American Chain & 

Cable Co., Bridgeport, Conn. 


tae C9 MU ARIE CS bad bd a BY Eric GURNEY 


MELVILLE FIGURED HE HAD A REAL 


“STEAL"WHEN HE BOUGHT A CUT RATE 
MOWER 3 YEARS AGO 


i 
geauty ® 
MARK DOWN 


BUT LAST NIGHT HE ADDED UP HIS 
SERVICE REPAIR BILLS AND-wow! 


FOR HONEST ECONOMY 
GET A RELIABLE 
PENNSYLVANIA MOWER. 
THERES ONE IN YOUR 
PRICE RANGE 
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. Wehoose BOND 


tor brilliant whiteness 
and outstanding performance 


When citations are awarded for brilliant whiteness — and outstanding performance 
— one paper always comes up the winner. It’s Nekoosa Bond — the genuinely 
watermarked bond that’s justly famous for fine finish and formation — 

plus high opacity and unusual strength. Let your letterheads (and other business 
stationery, too) enjoy the attractiveness and prestige of Nekoosa Bond. Comes in 


white and 12 colors (with envelopes to match) in a wide choice of finishes. 


PORT EDWARDS, WISCONSIN 





Abilene, Texas 
Albuquerque, New Mexico 
Alexandria, Louisiana 
Amarillo, Texas 

Appleton, Wisconsin 
Atlanta, Georgia 

Atlanta, Georgia 


Southwestern Paper Company 
Butler Paper Company 
Louisiana Paper Company, Ltd 
Kerr Paper Company 

Unwersal Paper Corporation 
Howard Printing Papers, Inc 
The Whitaker Paper Company 


The Barton, Duer & Koch Paper Co 
The Paper Supply Company 
Louisiana Paper Co. of Baton Rouge, Inc 
Cortright Paper Co., Dit 
Yellowstone Paper Company 
Binghamton Paper Company 
Jefferson Paper Company 

D. F. Munroe Company 

Seaboard Paper Company, Inc 
Tileston & Hollingsworth Co 
Equity Paper Company 

Gebhard Paper Co., Inc 

Vermont Paper Company, Inc 
Ward Thompson Paper Company 


Baltimore, Maryland 
Baltimore, Maryland 
Baton Rouge, Louisiana 
Battle Creek, Michigan 
Billings, Montana 
Binghamton, New York 
Birmingham, Alabama 
Boston, Massachusetts 
Boston, Massachusetts 
Boston, Massachusetts 
Bridgeport. Connecticut 
Buffalo, New York 
Burlington, Vermont 
Butte, Montana 


“anton. Ohio 
‘edar Rapids, Iowa 
harlotte, North Carolina 


Herrington Paper Company 

J. W. Butler Paper Company 
Charlotte Paper Company 
Bond-Sanders Paper Company 
Atwood Paper Company 

J. W. Butler Paper Company 
Midland Paper Company 

The Whitaker Paper Company 

The Cincinnati Cordage & Paper Co 
Brewer-Chilcote Paper Co 

‘olumbia, South Carolina Epes-Fitzgerald Paper Co., Inc 
‘olumbia, South Carolina Palmetto Paper Company 
‘olumbus, Georgia W. H. Atkinson - Fine Papers 
‘“olumbus, Ohio The Cincinnati Cordage & Paper Co 
“umberland, Maryland Tri State Paper Company 


( 

( 
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Chattanooga, Tennessee 
Chicago, Illinois 
Chicago, Illinois 
Chicago, Mlinois 
Chicago, Illinois 
Cincinnati, Ohio 
Cleveland, Ohio 

( 
( 
( 
( 
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Dallas, Texas 
Davenport. Iowa 
Dayton, Ohio 
Denver, Colorado 
Des Moines. Iowa 
Detroit. Michigan 
Dubuque, Iowa 


Southwestern Paper Company of Dallas 

The Peterson Paper Company 

The Cincinnati Cordage & Paper Co 

Butler Paper Company 

Pratt Paper Company 

Butler Paper Company 

Weber Paper Company 

Elmira... New York 
Enid, Oklahoma 

Evansville, Indiana 


Brothers Paper Co., Inc 
Enid Paper Company 
Butler Paper Company, Inc 
Fargo, North Dakota 
Fort Wayne, Indiana 
Fort Worth, Texas 


Dacotah Paper Company 

Butler Paper Company 

Southwestern Paper Company of Fort Worth 
Galveston, Texas 


Southern Paper Company 
Grand Rapids. Michigan 


Central Michigan Paper Co 
Hackensack. New Jersey 
Harrisburg. Pennsylvania 
Helena. Montana 
Holyoke, Massachusetts 
Houston, Texas 

Houston, Texas 
Huntington, West Virginia 


Idaho Falls, Idaho 
Indianapolis, Indiana 
Indianapolis, Indiana 


Garfield Card & Paper Co., Inc 
Penn Paper Company 

Ward Thompson Paper Company 
Plymouth Paper Company, Inc 
Houston Paper Company 
Southwestern Paper Company 

The Cincinnati Cordage & Paper Co 


4merican Paper & Supply Company 
Century Paper Company 
Indiana Paper Company 
Jackson, Michigan 
Jackson, Mississippi 
Jacksonville, Florida 
Jersey City, New Jersey 


Crown Paper & Bag Co 
Central Paper Company 
Jacksonville Paper Company 
Gotham Card & Paper Co., Inc 
Kansas City, Missouri 
Kansas City, Missouri 
Knoxville, Tennessee The Cir 


Butler Paper Company 
Wertgame Paper Company 
cinnati Cordage & Paper Co 
Lewiston, Maine 
Lima, Ohio 
Little Rock, Arkansas 


ongview, Texas 


Berry Paper Company 

The Cincinnati Cordage & Paper Co 
Arkansas Paper Company 

Etex Paper Co 

Butler Paper Company 


ouisville, Kentucky The Rowland Paper Co., Inc 
ouisville, Kentucky 


s Angeles, California 


L 
L 
L 
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Superior Paper, Inc 


IS DISTRIBUTED 


BY THESE 


NEKOOSA PAPER MERCHANTS 


Macon, Georgia 
Memphis, Tennessee 
Miami, Florida 
Milwaukee, Wisconsin 
Milwaukee, Wisconsin 
Minneapolis, Minnesota 
Minneapolis, Minnesota 
Minneapolis, Minnesota 
Mobile, Alabama 
Monroe, Louisiana 
Montgomery, Alabama 


Nashville, Tennessee 
Newark, New Jersey 
New Orleans, Louisiana 
New Orleans, Louisiana 
New York, New York 
New York, New York 
New York, New York 
New York, New York 
New York, New York 
New York, New York 
Norfolk, Virginia 


Ogden, Utah 

Oklahoma City, Oklahoma 
Omaha, Nebraska 
Orlando, Florida 


Peoria, Illinois 
Philadelphia, Pa 
Philadelphia, Pa 
Philadelphia, Pa 
Phoenix, Arizona 
Pittsburgh, Pennsylvania 
Portland, Oregon 
Providence, Rhode Island 
Pueblo, Colorado 


Raleigh, North Carolina 
Reading, Pennsylvania 
Richmond, Virginia 
Rochester, New York 


St. Louis, Missouri 

St. Louis, Missouri 

St. Paul, Minnesota 
Salt Lake City, Utah 
San Antonio, Texas 

San Diego, California 
San Francisco, California 
Savannah, Georgia 
Scranton, Pennsylvania 
Seattle. Washington 
Shreveport, Louisiana 
Sioux Falls, South Dakotz 
Spokane, Washington 
Springfield, Missouri 


Tacoma, Washington 
Tallahassee, Florida 
Tampa, Florida 
Terre Haute, Indiana 
Texarkana, Texas 
Toledo, Ohio 

Tulsa, Oklahoma 
Tyler. Texas 


Walla Walla. Washington 
Washington, D. C 
Waterloo, Iowa 

Wheeling. West Virginia 
Wichita, Kansas 
Williamsport, Pa 
Worcester, Mass 


Hato Rey. Puerto Rico 
New York, New York 
New York. New York 


The Macon Paper Company 
Memphis Paper Company 
Everglade Paper Company 
Dwight Brothers Paper Co 
Standar |! Paper Company 
Butler Paper Company 
Gopher Paper Incorporated 
The Paper Supply Co., Inc. 
Partin Paper Company 
Louisiana Paper Company, Ltd. 
W. H. Atkinson - Fine Papers 


Bond-Sanders Paper Company 
The Paper Mart, Inc 

Butler Paper Company, Inc 
The D and W Paper Company, Inc 
Bishop Paper Company, Inc 
Greenwich Paper Corporation 
Marquardt & Company, Inc. 
Hobson Miller Paper Co., Inc 
Saxon Paper Corporation 
Walker-Goulard-Plehn Co. 
Epes-Fitzgerald Paper Co., Inc 


American Paper & Supply Company 
Oklahoma Paper Co 
Field Paper Co. 


Central Paper Company 


J. W. Butler Paper Company 
Philadelphia Card & Paper Co., Inc 
Rhodes Paper Company 

Schuylkill Paper Company 

Butler Paper Company 

The Central Ohio Paper Company 
West Coast Paper Company 
Providence Paper Company 

Butler Paper Company 


Epes-Fitzgerald Paper Co., In 

M. J. Earl Co 
Epes-Fitzgerald Paper Co., Inc 
Economy Paper Company, Inc 


Acme Paper Company 

Butler Paper Company 

Anchor Paper Company 
A4merican Paper & Supply Company 
Shiner-Sien Paper Company 
Butler Paper Company 

Pacific Coast Paper Company 
Atlantic Paper Company 

Elm Paper Company 

West Coast Paper Company 
Louisiana Paper Company, Ltd 
Sioux Falls Paper Company 
McGinnis Independent Paper Co 
Butler Paper Company 


Allied Paper Company, Inc 
Capital Paper Company 

Tampa Paper Company 
Mid-States Paper Company, Inc 
Louisiana Paper Company, Ltd 
Paper Merchants Incorporated 
Beene Paper Company 

Etex Paper Company 


Snyder-Crecelius Paper Co 

The Barton, Duer & Koch Paper Co 
Waterloo Paper Company 

Clarke Paper Company 

Butler Paper Company 


Susquehanna Paper & Sanitary Supply Corp 


Greenwich Bancroft Paper Corporation 


EXPORT 


Paper Corporation of Latin America 
Champion Paper Corporation, S. A 
Paper Corporation of United States 


*e PORT EDWARDS, WISCONSIN 
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Books for 
i Admen 


© Freedom of Communications, by 
Dan Lacy; University of Illinois 
Press, Urbana, IIl., 93 pages, $3... 
Mr. Lacy, managing director, Amer- 
ican Book Publishers’ Council, feels 
that the ability of any society to 
function and to maintain its free- 
doms depends upon its system of 
communications. And, he says, there 
is much room for improvement in 
our mass communications system. 

Some of his examples of how 
badly our present system is being 
maintained include the impossibility 
of commercial television to satisfy 
any but majority tastes the majority 
of the time, the fact that our three 
news magazines of large, national 
circulation “. . reflect substantially 
a uniform point of view, that of the 
dominant business community,” and 
as far as books are concerned, he 
writes: 

“Probably half the total popula- 
tion of the country at mid-century 
have no library service or library 
service so poor as to offer no realis- 
tic access to the natural resources of 
books. This half of the country is, 
almost without exception, also 
totally unserved by bookstores and 
ill-served by paperbound books and 
book clubs. For most of the tens of 
millions of Americans on farms and 
in villages and very small towns, 
especially in the poorer regions of 
the country, the book hardly exists 
as a realistic means of communica- 
tion.” 

A thoughtful study of an impor- 
tant subject. E.S. 


e The Why, What and When of 
Audio Visuals, prepared for the 
A.N.A. Audio-Visual Committee; 
published by Assn. of Natl. Adver- 
tisers, 155 E. 44th St., New York 17, 
40 pages, $5 to non-members .. . 
Prepared by William J. Connell, 
Union Carbide Plastic Co., this re- 
port describes some 75 audio-visual 
communications tools, ranging from 
a pointer to closed circuit television, 
giving useful hints on each, discuss- 
ing values and dangers. 

In compact form, this booklet con- 
tains an amazing amount of infor- 
mation. For a quick introduction 
to audio-visuals and their use, it 
is recommended. R.B.K. 


© The DMAA Library and How to 
Use It, Direct Mail Advertising 
Assn. Inc., 230 Park Av., New York, 
32 pages, $2... A listing of the 
more than 2,000 complete direct 
mail campaigns on file at the na- 
tional headquarters of the DMAA. 
Organized as a subject directory, 
rather than by company names, the 
reference booklet makes it possible 
to locate and refer to highly suc- 
cessful direct mail campaigns on 
1200 different subjects covering 
many problems and interests. 

Each of the campaigns listed is on 
file in the DMAA library and avail- 
able on the premises for reference 
and study to all interested parties. 

B.M. 


© How to Increase Sales With Let- 
ters, by Earle A. Buckley; McGraw- 
Hill Book Co. Inc., New York, 182 
pages, $5...Mr. Buckley has some 
very good points to make about the 
sales letter. And he backs up his 
points with test data giving percent- 
age of returns. 

You may differ with him in some 
areas where it’s his opinion against 
yours, but for the most point, this 
is a basic book about the field and 
as such it deserves attention, 
coming, as it does, from a man who 
is recognized by his own industry 
as an expert. E.S. 


e Check List for Magazine Public- 
ity, by Jean E. Clohesey; published 
by Creative Service Co., 1331 Bay- 
berry Lane, Deerfield, Ill., 16 pages, 
$1... This brief handbook is a 
simple guide for handling publicity, 
especially for the business press. It 
contains nothing that a good public 
relations man _ shouldn’t already 
know, but it’s surprising to many 
editors how few p.r. men seem to 
know anything about publications. 
There may be a reminder or two 
in here for the veteran, and it is 
a good introduction for the beginner, 
whether he is in his first p.r. job, 
or is an adman who has suddenly 
been told to handle publicity. r.B.K. 


® Headlines and Deadlines, by Rob- 
ert E. Garst and Theodore M. Bern- 
stein; Columbia University Press, 
237 pages, $5 . . . Two of the top 
people of The New York Times give 
you the benefit of their years of 
experience in processing copy. Of 
help to all who have to handle such 
duties as house organs, editorial 
promotions, etc. E.S. 


on 


PLANS. 


MAIL CAMPAIGN 
PROPERLY — DON’T 
GUESS OR SPECULATE! 


The total effectiveness 
of your Direct Mail 
campaign — in dollars 
and cents — will be re- 
flected by the type 
and quality of the lists 
you choose. 


And those who are ac- 
quainted with mailing 
lists know that year 
after year acceptance 
of lists does not come 
by pure chance. Ac- 
cepted lists, like those 
built and maintained 
by McGraw-Hill, hold 
their top-ranking 
places by results 
alone. 


To get full information 
on the most accurate 
and up-to-date indus- 
trial mailing lists avail- 


able anywhere, write 
to: 


McGRAW-HILL 
Me mE 
MN Celt 
330 West 42nd St. 
New York 36,N.Y. 
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Oo ASSO Re Cee, 
or ever will 
SBUY BINDERS 


we // send you Va/uaDd/e 


VPD SALES BINDER 
REFERENCE BOOK 


tal * a. 


, PTY 
are p LOLs 
VPD BINDERS 


HELPS YOU TO... 


CUT BINDER COSTS DRASTICALLY — ready-made 
VPD BINDERS are far less expensive than custom- 
made jobs, 

DEVELOP PRESENTATIONS FASTER, MORE EASILY 
— you can select a style and size (7 x 5 up to 
24 x 18) from over 400 different “in stock” VPD 
binders immediately and tailor presentations ma- 
terial to it. 

ELIMINATE WORK, HEADACHES — no nuisance 
of “working out” a binder, no time wasted ex- 
plaining specifications, approving samples. Just 
look thru VPD REFERENCE BOOK and select. 

MEET DEADLINES EASILY — all VPD BINDERS are 
ready for immediate delivery from your stationer. 


Write now for your free 
copy of the AR-20 
VPD Binder Reference Book 


abbas bala A nheeihe INC. 


MANUFACTURERS OF SALES BINDERS SINCE 1933 
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WHAT'S NEW 
IN SALES 
PROMOTION 


Detroit Elects 
|New President 


Frank Zimmerman, Director of 
Training, Ford Motor Co., was 
named as president of the Detroit 
chapter. At the same meeting, the 
chapter’s Board of Directors was 
enlarged, to permit it to handle the 
increasing activity of the chapter 
more effectively. 

Mr. Zimmerman succeeds Dick 
Shugg, Dodge division, Chrysler 
Corp., who, under chapter by-laws, 
was not permitted to succeed him- 
self. 44 


How to Test Your 
Sales Meeting 1.Q. 


Carl Luther, management consult- 

ant, posed nine questions on testing 
the effectiveness of sales meetings, 
when he spoke at a membership 
meeting of the Twin Cities chapter. 
1. How many sales meetings should 
you hold each year? 
2. How far ahead should you plan? 
3. Are meetings tied in with annual 
sales, advertising and promotion 
goals? 


Busy Man-of-the-Year . . . Paul Martin, 
latest Sales Promotion Executive of the 
Year, and promotion director, Philadel- 
phia Daily News, has been busy since 
being honored at SPEA conference. Here 
he is getting a plaque from Harold 
Finkleman, v.p., Philadelphia Jaycees 
| Al Domenico, far left, and Ade Floreen, 
represent the Delaware Valley chapter, 
SPEA 


OCTOBER SPEA 
MEETINGS 


Boston: Oct. 12, 6:1 


Warrenton 


ee Oct. +. 25 


Adv 


5 p.m., Nick's, 1 


Dallas-Ft. Worth: Oct. 
Sammy's, 1516 Greenville 

Detroit: Oct. 25, 6:3 
Cadillac 

Los Angeles: Oct 
ler-Hilton 

Milwaukee: Oct. 
Knickerbocker 

Mpls-St. Paul: Oct. 
ie 

New Youks noon 
East, Joseph Hanley facy's 
cial Events in Sales Promotion 


Phila: Oct. 19, noon 


U 


Spe- 


4. Have you asked salesmen what 
subjects they want discussed? 

5S. Do you ask salesmen what they 
think of your meetings? 

6. Do you establish your objective 
first? 

7. Do you have a concise idea of all 
topics that are to be discussed? 

8. Do you personally involve sales- 
men by getting them into the act? 
9. Is the meeting room conducive to 
best results? 44 


Chicago Learns What 
Makes a Spectacular 


Robert T. Gilcrest, Federal Sign 
& Signal Corp., outlined factors 
which lead to a successful spectac- 
ular outdoor sign: 
® Don’t use too small copy. 

Be careful of long names. 

Don’t use complicated typefaces. 
Pictures are lost at a distance. 
Don’t have to many things hap- 
pening at once. 

Don’t have the action too fast. 
Don’t have it too the 
flow of traffic. 

Don’t ignore the daytime appear- 
ance. 

Be careful of the backgrounds. 
Remember that colors do funny 
things under lighting. 44 
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By Bette Macon 
A&SP Associate Editor 


On Monday morning, Sept. 25, 
Chicagoans will wake to find that 
a familiar section of the downtown 
area has become part of the British 
Isles overnight. 

They will hear the chimes of 
London’s famous “Big Ben”; see the 
famous kings and queens of England; 
be greeted by an eternally polite 
London “Bobby” and see a London 
two-decker bus. 

In short, Chicago will have become 
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PROMOTION 
The Story of 


Carson Pirie Scott’s 
British Fortnight 


the scene of one of the most spectac- 
ular promotions ever put on by a 
retailer, The British Fortnight, at 
Carson Pirie Scott & Co. 


> As a promotion, Carson’s British 
Fortnight is interesting, not only 
for the vast scope of creative ideas 
it has engendered, but also for 
its representation of two distinct 
thought changes. 

One of these changes is the visual 
image of Chicago and the Midwest- 
ern area surrounding it. Once per- 
fectly content with the provincial 
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picture of the Chicago area as the 
industrial and beef center of the 
nation—cut off from the rest of 
the world—community leaders are 
now busy bringing into completion 
an image of Chicago as an interna- 
tional center of the world. 

This has been reflected in the 
promotion of the St. Lawrence Sea- 
way, making Chicago a foreign port 
of call; the encouragement of visits 
from royalty and other foreign 
heads of state; and the International 
Trade Fair, which has become a 
combination of a world’s fair and 
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Seven Story Replica 


an exotic bazaar showing cultural 
objects and merchandise available 
from all over the free world. 

The other change is in Carson 
Pirie Scott & Co. itself. A large de- 
partment store with its main en- 
trance on Chicago’s busiest corner 
—State and Madison—Carson’s is 
older than Chicago’s famous “loop.” 

Where it once concentrated its 
sales appeal on a reliable, conserva- 
tive approach, it has adopted a 
change-of-pace in its promotions 
during the last few years. Creating 
an image of Carson’s as an exciting 
“fun-place” to shop, where the con- 
sumer can find exotic, foreign mer- 
chandise, as well as American prod- 
ucts, the promotion program has 
been changing. 


>» This was first seen in the empha- 
sis on the foreign import merchan- 


dise available—which it had al- 
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. . Craftsmen from Sylvestri Art Manu- 
facturing Co. work on huge replica of Westminster Tower for 


ways stocked but never stressed — 
a fresh new approach to its daily 
newspaper advertisements; a heavy 
spot-radio campaign featuring a 
jaunty little jingle which sings out 
about a “round-the-world” shop- 
ping trip right in the store; and 
finally occasional import-merchan- 
dise campaigns. 

The British Fortnight is the sec- 
ond such merchandise campaign 
aimed at selling one country’s mer- 
chandise. It is outstanding not only 
for the amount of money involved 
(over-all estimated costs for mer- 
chandise, displays, publicity events, 
etc. come to $1.5 million) but for 
the depth, coverage and treatment 
of the campaign. 


>» A comprehensive and intensive 
plan of merchandising British im- 
ports, the promotion is supported 
by a storewide display plan and a 


building corner at State and Madison. Locally produced dis- 
plays were designed by Clem Bradley, Carson’s Display Mgr. 


strong program of special events. 

The exterior facade of the build- 
ing and the show windows will de- 
pict the history of the British Isles 
with most of the 42 windows dis- 
playing British merchandise as well. 

In addition, there will be an 
amazing variety of events such as: 
e An opening day parade 

Press parties 

Fashion shows 

Contests 

Organization dinners 

Sports car rally 

Music from Welsh singing groups 


Life Guard Trumpeters from Her 
Majesty’s household cavalry. 


All of this is but part of a pro- 
gram that is so intricately thorough 
and detailed, even to teaching the 
Carson employes to use only British 
“English” rather than Americanese, 





that the planning structure becomes 
more sharply focused than in a 
smaller promotion. 


> Planning for this promotion began 
back in January after an evaluation 
of a store-wide California promotion 
put on by the Special Events staff. 

Headed by Richard B. Schles- 
singer, vice-president, sales pro- 
motion and advertising, and Jo 
Anne Boettner, Manager Publicity 
and Special Events, the Special 
Events staff ran through a brain- 
storming session on the possibilities 
presented by a “Salute to the Brit- 
ish Isles” merchandising promotion. 

The results of this session were 
put into an impressive presentation 
book, along with facts showing Car- 
son’s—even without such a pro- 
motion—had sold more than six 
million dollars of imported mer- 
chandise in 1960, of which Great 
Britain had been the largest sup- 
plier. 

The book showed the facilities, 
display windows, etc., of not only 
the main Carson store in Chicago 
but also some of its branches 
throughout the Midwest. This was 
followed by an audited chart of 
department store sales showing Car- 
son’s sharp sale increase in the last 
two years and pictures of an Italian 
promotion run in the fall of 1960 
plus some samples of collateral ma- 
terials and advertisements promot- 
ing it. 

This presentation showed what 
Carson’s could do and had done with 
such a promotion, while two well- 
designed folders described the plans 
in mind for the new one. 


> The problem now was to turn 
creative ideas of a “dream promo- 
tion” into reality. A trip was made 
by Virgil C. Martin, president, Mr. 
Schlessinger, and associates to Great 
Britain, during which the first con- 
tacts were made, ideas explained, 
and decisions made on what could 
and could not be done. 

This first trip took place in winter 
and the results were described in a 
meeting of the Sales Promotion 
Council which included the display, 
publicity, special events, sign shop, 
print shop and advertising depart- 
ments, a group of approximately 90 
people. 

This was both a pep meeting and a 
trip report, since the Carson pro- 
motion staffs are apt to start work- 
ing round-the-clock as zero hour 
nears for such a promotion. 


> The second trip was made in early 
spring when as many finalized plans 
and arrangements were made as 


possible. Throughout these two trips, 
the Carson Special Events staff had 
one problem with the British. 

British people don’t really under- 
stand the American idea of promo- 
tion. While their courtesy is normal- 
ly greater than ours, so also is their 
pace slower. Add to this their con- 
fusion concerning American busi- 
ness terms, and you have some idea 
of the kind of adaptability required 
of the Special Events Staff. 

Miss Boettner, for instance, found 
herself running into a blank British 
wall of non-cooperation until she 
figured out the problem. They were 
not so much suspicious of a woman 
holding an executive title—as 
might have been expected — as they 
were baffled by her title of “Special 
Events and Publicity Director.” Not 
having anything called “special 
events” in the British Isles, they 
really had no idea of what she did 
or might want of them. Using the 
kind of ingenuity Americans are 
famous for, Miss Boettner changed 
her title mid-trip to “Chief Organ- 
izer & Deputy Press Officer” and 
found quick understanding and 
cooperation. 


> Once back in Chicago, the Special 
Events staff went to work with the 
rest of the advertising department. 
Among the many, many details that 
had to be worked out were: 


Real Thing A genuine post-box, 
brought over from London, was installed, 
of course, in the stamp department. 


® arrangements for shipping and 
storage of overseas exhibits 

e@ planning for English artisans to 
make the trip here 

® creation of collateral materials 
and advertising 

® arrangements for the 
events 

e@ selection of giveaways 
® insurance of valuable antiques 
®@ an inventory system for incoming 
exhibits and display props 


special 


These are just a few of the be- 
hind-the-scenes problems concern- 
ing such a promotion, and while 
perhaps not all of them are particu- 
larly colorful, they are all quite 
necessary to complete the plan. 

There were also some problems 
one would not expect to run into 
when running a retail promotion. 
The London two-decker bus pre- 
sented many of them in the ship- 
ping of it from the British Isles to 
Calumet Harbor, IIl., to say nothing 
of the problem involved in getting 
it from the Harbor to downtown 
Chicago. 


>» As an even better example of 
what a promotion-planner can be- 
come involved in, take the Opening 
Day Parade. Listing decisions, plan- 
ning and work in the order in which 
they occur, the plan sheet looks 
something like this: 


@ Find participants for parade. 
@ Make contact with the State University 
of Iowa to arrange appearance of High- 
landers. 
@ Find way to get the 75 girls from Iowa 
City to Chicago and back at a very mini- 
mum of cost. (This could be a very expen- 
sive undertaking!) Note: Is this a football 
weekend? Are they in school? Decide in- 
surance requirements. 
@ Find other appropriate Scottish bands 
which would participate. 
@ Make contact with British automobile 
industry to furnish fleet of sports cars and 
Rolls Royces at no charge. Find enough 
jrivers with chauffeur licenses and ar- 
range insurance. 

> tie-in with visiting Shakespeare 
for publicity value. 
@ Make list of all costumes available and 
sizes, find store personnel to wear them 
n parade. 
@ Confirm date, best time in terms of traf 
fic and appeal, best route to take. Note: 
When deciding route, take into considera- 
tion London bus can go only under certain 
ridges. 

Get permission from Parade Board. Note: 

{ust appear at hearing. 

Get permit from Commissioner of 
Streets to park vehicles on Madison St. at 
end of parade. 

@ Arrange for police escort. 

@ Find man who can drive London Bus 
who has chauffeur’s license, arrange for 
insurance, etc. 

@ Confirm participation of winners of 
British Character Contest. 
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Replica and Real . . . The special promotion devices ran all the 
way from the huge model of the Tower Bridge that spanned 


Martin’s ribbon-cutting 

Coordinate all activity with all gr 
-time and area to assemble, order 

order of vehicles. Plan dissembling 


1 entrance into store 


Considering that each of these 
steps can present multiple problems, 
and that this is just one facet of a 
many-faceted promotion, it’s easy 
to see what the Carson promotion 
staff has been facing since January. 


> Planning has had to be organized 
with follow-through an absolute 
necessity in order to have every- 
thing ready for Sept. 25, opening 
day of the promotion, to say nothing 
of the advance publicity build-up 
preparations and follow-through re- 
quired to publicize such an event. 
And through all of this the staff has 
had to face the possibility that many 
of the best “stunts” could go wrong 
at the last minute and be prepared 
for lightning changes. 

As this article was being written, 
for instance, they were still wres- 
tling with some of the woolly prob- 
lems concerning the “Sheep Shear- 
ing” contest to be held between a 
sheep shearer from Pitlockery, Scot- 
land, and one from the famous 
American sheep-herding sections in 
Montana. 

A note from Mrs. Kathy Alter on 
this explains: 
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“They are working with Larry 
Kane of the Chicago Stock Yards 
who promises that the sheep will be 
deodorized and ‘scented.’ This pre- 
sents many problems, however, and 
is only tentative at this time.” 


> But despite obstacles, the already 
established parts of the British Fort- 
night read like a description of the 
colorful Disneyland. 

In addition to the opening day 
parade, London bus, two London 
taxicabs and British Bobbys, Chi- 


cagoans will find London street 
signs in the store aisles and a whole 
new look to Carsons on both the ex- 
terior of the building and inside the 
store. 

The corner of State and Madison 
will be dominated by a seven-story 
reproduction of Big Ben chiming the 
hours (through the miracle of taped 
recordings) with 10 color replicas 
of the Grenadier Guards in the fore- 
ground. The background of this en- 
trance exhibit will show a relief 
picture of England and a display of 
British flags. 

Stationed between each of the ten 
State Street windows will be more 
replicas of the Grenadier Guards in 
a wood-carving finish effect and 
standing 8’ tall. These guards will be 
calling attention to the window dis- 
plays which will feature wax statues 
of the famous kings and queens of 
England, starting with today’s Queen 
Elizabeth and including such color- 
ful figures of English history as: 


@ Richard The Lionhearted 
@ Henry The Eighth 


the main aisle on the first floor, to real craftsmen, such as this 
artisan from Goldsmith’s Hall, who came over with his tools 


Alfred The Good 

Queen Victoria 

George IV 

Bonnie Prince Charles 

Edward IV 

The home furnishing windows on 
Wabash Avenue will feature English 
room settings with antique objects, 
Royal Doulton china, etc. In addi- 
tion, all the windows on the main 
floor plus every entrance will be 
hung with richly colored heraldry 
banners made of felt on felt. Addi- 
tional displays will include British 
flags hung over each window plus 
common denominator plaques in- 
scribed: “Carson’s British Fort- 
night.” 


> The interior of the store will be 
heavily dominated by exhibits fea- 
turing dimensional replicas, mer- 
chandise, craftsmen, etc. Taking 
these floor by floor gives somewhat 
of a mental visual image of the Brit- 
ish decor. 


First Floor 


@ London Tower Bridge ... A huge rep 
lica, complete with moats, spanning the 


Women’s Accessories (1st Fl.) 


Period Glove Exhibit 
Handbag Making Exhibit 
Newspaper Stand .. . A special st 
se] daily papers and magazines f 
i plus free issues of Scottish maga 
rarson's edition of 
Times” with a mock- 


Men’s Store (Ist. Fi.) 
British Knitwear Exhibit 





Royai and Piebian . . 


®@ British Stamp Exhibit... 
ing a collection of Brit 

@ Tartan Shop i 
lander in full dress 


© British Woolens 
@ Steamship models on ledges 
@ White Horse Inn replica 


Men’s Store (2nd Fi.) 


British Racing Silks 

Spy Picture Collection 

Antique Gun and Weapon Collection 
Punch-New Yorker Exhibit 


Linen & Yardgoods (2nd FI.) 


@ Royal, 


Regimental and 
Linen . . . Shows an actual 


win 1©mMm0Nn I I na snowing stages T 


Provincial 


mak 7 } 
. Kaiiter oan “Shetland Isles 


Juvenile (3d FI.) 


® Tartan Shop 
@ Children’s Boutique .. . Featuring t 
Nana I from Peter fF 


New Building Area (3d FI.) 


@ City of London ae 
3,000 square teet 
cially for Cars 


1de 


e ioe Carta Exhibit 
° » aap 


ehold 1vairy 


Ready to Wear (4th FI.) 


@ Tartan Shop 
@ British Ready-To-Wear 


Dritain. 


Home Furnishings (5th Fl.) 
® cnt Franklin Exhibit . 


118% ay 
° yn Golf Club Collection 
® British Room Settings 


- Her Majesty's own 
London double-decker bus. This was just too 


trumpeters and a 
high to be driven 


Toy Department (5th FI.) 


Punch & Judy Show 
Costume Doll Collection 


New Building Area (5th Fi.) 


Old Play Bill Collection 
Robert Burns Exhibit 
English Headgear Collection 
Military Uniforms 
Architectural Exhibit 
ower of London, Hampt 

Castle, Holyrood House, 

Edinburgh Castle. 

@ Royal Mint Exhibit 

@ Crown Jewel Exhibit 

@ Literary Britain Display 


Book Dept. (6th FI.) 
@ Old English Bible Display 


China, Glass & Gifts (7th Fl.) 


@ Goldsmith’s Hall . .*. Featuring 
urtisan from Britain dem 
marks 

@ China Collection . . . Royal [ 
Spode Crown Staffordshire 

@ British Food Demonstrators . . . Muffins 
tarts, scones. 

@ Antique Wrought Iron Exhibit 


nstrating 


Restaurants, Epicure Shop (8th Fl.) 
@ English Pub . Men's Grill sell 


jecorated with Inn signs, mugs, 
@ Tea Shoppe 

@ History of Tea Exhibit... 
Shop 


> All of these exhibit areas are 
decorated with appropriate flags, 
signs, counter cards, posters, etc., 
giving the entire store unity in its 
British decor. They are also backed 
up by a strong program of give- 
aways, which run the gamut from a 
map of London to tea samples, Eng- 


from the dock to the store. It had to be carried on the barge 
to Navy Pier and driven, under police escort, on a special route. 


lish coins, mugs, ale, flowers, etc. 

Special events publicity included 
a London bus press party, a search 
for the perfect English butler, taxi 
driver, bobby, etc., and a sherry- 
and- cheese tasting party. 


>» This is not — by any means — a 
complete listing of exhibits, special 
events, or giveaways. But it does 
give a good picture of a promotion 
that not only almost defies descrip- 
tion, but one that will never really 
be completely “firmed-up” until it 
is over . a promotion that is 
minutely planned and then played- 
by-ear by an agile Special Events 
Staff that says: 

“Our plans change—will change 
up to the very last minute. This is 
an important point—we have to 
be flexible. We do encounter great 
disappointments along the way, but 
in the end we are usually pretty 
proud of ourselves!” 

Why put on a promotion this big 
— this complicated? Well, last year, 
during the Italian import promotion, 
some 100,000 people passed through 
Carson’s doors each day. At a time 
of general decrease of sales in Chi- 
cago in that period, Carson’s sales 
increased nearly $1,000,000. 

The British Fortnight promotion 
will be supported by an advertising 
program that should bring it to the 
attention of 8,500,000 people. The 
feeling in Carson, Pirie Scott & Co. 
is that the people of the Midwest 
will like the merchandise presented 
for sale and that this type of promo- 
tion is the best and most dramatic 
way to present it. 44 
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When Your Ad Needs Translation 


By Devid H. Harris 
Advertising Manager 
Sarco Co. Inc. 

New York 


Anyone who’s read Mark Twain’s 
entertaining re-Englishing of the 
French translation of his own 
“Jumping Frog” is aware of the 
absurdities that can take place in 
translation from one language to 
another. With luck, concrete mean- 
ings may be retained. Tone, flavor, 
nuance are another story — and 
that goes for industrial copy as 
well as the fictional forms of litera- 
ture. 

Take a recent case in point: a 
Sarco U.S. advertisement in Me- 
chanical Contractor that got itself 
converted into a version that ap- 
peared in L’Entrepreneur En Plom- 
berie-Chauffage, its Canadian op- 
posite number. 

The original headline in English 
was designed to assure contractors 
that the product is sturdy, easy-to- 
install, and doesn’t require the kid 
gloves treatment. It read: 


You don’t have to treat ’em tenderly 
In French, it became: 


Pas nécessaire d’user de ménage- 
ments 


So far, 30 good. It looks like ac- 
ceptable French — but is it? Does 
it actually convey the intended 
meaning? We asked three experts 
to translate it back into English. 
Here’s what they came up with. 


1) No need to use caution 


2) It is not necessary to be extra- 
careful 


3) Not necessary to handle with 
care 


Perhaps translation #2 is ac- 
ceptable; but translations 1 and 3 
miss the boat by a fair margin. 
There’s quite a difference between 
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Map ena een eet RR 
Advertising has a language all its own, 
so when you try to translate it into another, 
you run into peculiar problems. 


a confident approach to a product’s 
installation and a careless one. 
We're now in the area of fiction, 
science or otherwise. It’s a fact that 
it’s always necessary to apply some 
degree of caution in the use of any 
product, sturdy or not. 


> However, translation can work 
both ways. Sometimes it can actual- 
ly improve copy. Take this phrase 
from the original subheading: 
Check other Sarco features that 
save installation headaches . . . an 
inelegant phrase that causes one to 
wonder what to do with the head- 
aches saved. In French, it became: 
Notez ces autres caractéristiques de 
Sarco qui simplifient les problémes 
de pose... 

which translates back variously as 


1. Please note these extra Sarco 
qualities which simplify installa- 
Gow .«: 


2. Note these other Sarco charac- 
teristics which simplify installation 


3. Note these Sarco characteristics 
that simplify installation problems 


All of these make better sense 


The Panel of Experts 

R. E. Bolaffio, Sales Manager, Sar- 
co’s New York district sales office. 
Professional engineer, world trav- 
eler, linguist, with an engineering 
degree from a European univer- 
sity. 

Mervin Zwerling, President, Func- 
tional Display Inc., whose area of 
concentration is industrial, tech- 
nieal exhibits. Previously he had 
been a teacher of languages. 
Andre Girard, Consultant, New 
York office of Secheron Works 
Led., Switzerland. French-speaking 
and a graduate of a Swiss univer- 
sity. 


that the original, with no reference 
to migraine. 


> Body copy may translate more 
easily because it is less idiomatic. 
In the original, the first sentence 
read: Yes, these Sarco fittings are 
really husky... 

In French, it became: Eh oui, ces 
raccords Sarco sont vraiment ro- 
bustes ... 

“Eh oui” is one of those linguistic 
particles that almost defy transla- 
tion. Here’s how the three experts 
re-Englished the sentence: 


1. Yes, these Sarco connectors are 
really robust... 


2. Oh yes, these Sarco fittings are 
truly sturdy ... 


3. It is a fact that these Sarco fit- 
tings are really strong... 


4. It’s a fact — these Sarco fittings 
are really rugged . (an extra 
translation thrown in for good 
measure) 


These experts each had his own 
view of the “eh oui,’ but they all 
came up with something approxi- 
mating the original. However, one 
wonders whether “robust,” “sturdy,” 
“strong,” and “rugged” are any of 
them exact equivalents to “husky” 
— or, for that matter, to one an- 
other. 


> Do these approximations really 
matter? Some advertisers think 
they do; that’s why they go to the 
trouble of having the translations 
done in their own shop or by out- 
side specialists. The easy way out 
is to chuck a plate at a publisher 
and say: “Go ahead — it’s your 
baby.” This is a signal that you 
don’t really care. 

If you do care about transmit- 
ting your meaning to a foreign 
speaking group, you've got to han- 
dle the translation tenderly. That 
means care, time, and money 44 





Six-part Campaign 


. . « The mailing pieces of the campaign, in 
full-color, were gang-printed to achieve economy. The die-cut 


un 


hands holding the cards were tipped on. Winners were deter- 
mined by the random substitution of an ace for a king. 


How to Play Poker by Mail 


Here’s how a chemical company built 
interest with a campaign that paid 
dividends to those who held onto the 
mailing pieces. 


By W.F. Lavelle 

Assistant Advertising Manager 
Naugatuck Chemical Div, 
Naugatuck, Conn. 


A simple mailing, based on a 
variation of poker, has proved to 
be of tremendous value to us. 

The product involved was 
Kralastic MH, a plastic resin that 
solves many of the difficult problems 
confronting the designer, engineer, 
stylist and molder. It is a tough, 
lightweight material that has both 
styling and engineering properties 
for the designer, and fast cycle and 
processing characteristics for the 
fabricator. 

So much for the technical aspects 
of the product. 


We had spent a great deal of time 
and effort in introducing the prod- 
uct to the gas, oil and irrigation in- 
dustries. With the introduction of 
the product to designers, engineers 
and the plastics industry, we initi- 
ated our seven-stage mailings. 


> The first mailing was a colorful 
announcement featuring a drawing 
of a man looking at four aces. The 
headline was WIN! WITH KRA- 
LASTIC MH. Front cover copy said: 


The newest low-cost ABS in- 
jection molding and extrusion 
compound with excellent proc- 
essability and appearance. 


Inside the folder was more selling 
copy about the product and also the 
information that 80 valuable prizes 
would be given in our contest. The 
back cover announced: 


Rules: During the next sev- 
eral weeks, you'll receive five 
folders describing the many ad- 
vantages of Kralastic MH. 

The highest hand wins!! With 
each folder you'll receive a 


playing card. Keep this card 
until you have collected five 
cards and then return the five 
cards with your name, com- 
pany, address to the Sales Pro- 
motion Dept., U.S. Rubber, 
Naugatuck Chemical Div., Nau- 
gatuck, Conn. Winners will be 
announced within 20 days. 

“Loop Hole” Clause—If this 
contest becomes too compli- 
cated, all returns will be placed 
in a hat and winners selected. 
The winners are guaranteed to 
be selected fairly and squarely 
without pre-selection, favorit- 
ism, and other such malprac- 
tices that would incur the in- 
vestigation of the FTC. 

Remember .. . Win with Kra- 
lastic MH—try it on your next 
design or molding job. 

Keep the cards . . . 80 prizes 
to win!!! 


> The second to the fifth mailings 
contained playing cards and more 
selling messages. To create interest 
and promote participation in the 
game, the first two cards mailed 
were the Ace of Spades and the Ace 
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HITCH-HIKE > 


Return order envelope. The back 
side can be the most profitable 
few square inches of advertising 
space you've ever used. Delivers 
perfectly timed “extra” selling 
message at the instant customer 
is enclosing his order 


MAILING- > 
CORRESPONDENCE 


Versatility—the ability to produce 
all envelope sizes and styles— 
makes Tension the envelope 
brand. CONSISTENTLY — better 
papers, safer sealing, accurate 
construction—even better qual- 
ity black-ink corner cards. Spe- 
cify Tension Envelopes. 


PR TENSION ENVELOPE 


CORPORATION 
815 East 19th Street 
KANSAS CITY 8, MO. 


FACTORIES: Kansas City © Ft. Worth © Des Moines 
Minneapolis * St. louis * Memphis + So. Hackensack 


=~ (To get the yUM~ 
‘on competition... 


\ 


@ KARD KARRIER® 


Provides the undisputed atten- 
tion value and pulling power 
of an envelope with the con- 
venience of a self mailer. De- 
livered to you sealed, ready for 
addressing and mailing. Ample 
space on inside for your mes- 
sage, illustrations PLUS your 
membership, credit, identifica- 
tion, or business reply card 
carrying the name and address. 


¢ 
ia rae ee) 
SHENANDOAH 
Teh oe 


@ “EXPANSION” ENVELOPE 


Costs on this type of utility 
envelope have been reduced by 
as much as 50%. For the first 
time, they are being manufac- 
tured completely by machine. 
Ideal for packaging and rack 
sales — particularly for card- 
mounted merchandise. Protects 
the product as it promotes the 
brand. Available in 1”, 2” and 
3” expansion sizes. 


Newsweek 


Put Gao on your team 


It takes fresh ideas to move minds and merchandise. 
Sometimes a new and different idea in the design and use 
of envelopes gives you the all-important competitive 
edge. That’s where Tension can help you, with dozens 

of different envelopes for special jobs. 


Here are a few examples. For others, tailored to your exact 
needs, get in touch with your Tension envelope specialist. 


of pull 
. ~ 


Non 
Fe onesie 


ROUND TRIP > 


Outgoing and return envelope 
in one complete mailing piece. 
Just address and mail. The 
same envelope complete with 
your original addressing and 
key comes back to you. Ideal 
for subscription renewals, pre- 
mium notices, statements, fund 
raising, direct mail offers, etc 


IDENTI-VUE WINDOW > 


Address on letterhead shows 
through window. Saves printing 
of separate envelopes for dif- 
ferent branch offices. Just im- 
print enclosure for different 
offices. Eliminates inventory mix- 
ups in the stock room, cuts 
printing costs way down. 


— CLIP & ATTACH TO YOUR LETTERHEAD — 


0.K., SEND 


“IDEA KIT” 
WITH SAMPLES OF 


NAME 
COMPANY 
ADDRESS 


Envelopes 


@ SIM-PULL® 


New easy-to-open envelope for 
3rd class mail.* Prominent pull 
tab intrigues 
opening envelope for your mes- 
sage. 


provides extra advertising and 


receiver into 
Extended pull-out flap 


merchandising space. Especially 
convenient for enclosing in- 
voice to be attached to out- 
side of merchandise. 

*Invoices, too! 


q@ DISPLAY WINDOW 


Allows artwork and color of en 

closures to act as “teaser” which 
shows through Display Window 

Takes advantage of the atten- 
tion-getting value and color of 
your circulars, etc. Available in 
a wide range of sizes and dis- 
tinctive shapes. 





of Clubs; the third card a King of 
Diamonds; the fourth and fifth cards 
were the Deuce of Hearts and 
Queen of Diamonds respectively. 
Everybody had at least a pair of 
aces. 

The return of the cards was 15%, 
and direct mail people tell us this 
type of return is considered better 
than excellent. But the enthusiasm 
with which the customer greeted 
our salesmen was even more im- 
portant since it indicated that the 
mailings had made an impact and 
created the opportunity of detailed 
discussion about our product. 

We received more than 15 tele- 
grams complimenting us on the 
novel and imaginative way we had 
selected of introducing our new 
compound. Two customers sent tele- 
grams requesting that we send them 
the next card. In several companies 
where two or more people received 
the mailings, they grouped their 
hands together for a better hand. 


> The mailings, that is, the folders 
we sent out, all had artwork. This 
was done at the same time to reduce 
costs, save time and control the 
number of colors used in the print- 
ing. The folders were all printed at 
the same time to economize on 
printing and paper costs, and to 
minimize the time required for ob- 
taining competitive bids. Done indi- 
vidually, it would have meant ob- 
taining 21 bids on seven folders, but 
as a part of a planned program, only 
three competitive bids were re- 
quired for the seven folders. 

The playing cards were printed 
on one sheet and diecut at one time 
and attached to the folders. After 
each folder was addressed and in- 
serted into an envelope, our mailing 
department opened one of the mail 
pouches and inserted a winning card 
into one of the envelopes with no 
intent on selection or connivance. 
(The winners received three Aces; 
two Aces and 2 Kings; and 2 Aces 
and 2 Deuces.) 

In all, 14,000 copies of each folder 
were printed except for the intro- 
ductory and winning announcement 
folders, of which only 4,000 were 
printed. Of these, 4,000 of the in- 
troductory and winning folders, and 
the five folders containing the play- 
ing cards were sent to our exclusive 
list of molders, extruders and fabri- 
cators of plastics. Another 10,000 
folders, without the playing cards, 
were sent to a list of designers and 
engineers selected according to their 
SIC classifications. 


> Oh yes, the prizes. First prize, 


(five winners), a set of U.S. Royal 
tires. Second prize, (25 winners), 
attache cases. Third prize, (50 win- 
ners), six golf balls. 

This contest worked out to our 
satisfaction to such a degree that to 
help introduce a new chemical, we 
plan to have a bingo promotion. The 
winning card will spell out the name 
of this new product, Delac. 

This is, we admit, undoubtedly a 
corny type of promotion but the re- 
sults have proved to us that there is 
a good return in this type of mail- 
ing. 44 


Paper, Ink Combinations 
Previewed by Selector 


Have you sometimes been in- 
volved in a promotion where colored 
inks were to be used on colored 
papers? How did you know before 
printing how the finished job would 
look like? 

No matter how you reached that 
objective, the Beckett Paper Co., 
Hamilton, Ohio, has come up with 
a visual aid that makes the job 
fairly simple and probably easier. 

Called the Beckett Color Selector, 
it includes swatches of 16 different 
colors of Beckett paper, bound in 
a 6x9” portfolio. In a pocket on the 
inside front cover are seven sheets 
of acetate printed with identical 
copy in seven different colors of 
ink. Included in the copy are a 
halftone of an attractive photo, the 
Governor’s Palace in Colonial Wil- 
liamsburg, two paragraphs of type 
(one in reverse), and four blocks 
in various screens: 75%, 50%, 25% 
and 10%. 

By applying the acetate sheets to 
the colored swatches, the user sees 
how each of the seven different 
colors of ink will look on 14 differ- 
ent colors of paper. 

Copies of the Beckett Color Selec- 
tor are available in limited quanti- 
ties through Beckett Merchants. 44 


Envelope Selector Chart 
Eases Problem of Choice 


A chart which helps in the selec- 
tion of the right envelope for a 
mailing has been released by the 
sales promotion dept., United States 
Envelope Co., Springfield, Mass. 

The chart, a wallet-size folder 
measuring approximately 344x614”, 
unfolds to over 30” wide to show a 
guide to selection of U.S.E. standard 
envelopes. 

The user finds the required size 
envelope on the left side of the 


MAILING LIST SERVICE 
iS A TWO WAY STREET 


Many List Owners who authorize 
us as their List Broker to get rental 
orders for their lists also ask us to 
recommend lists they can rent prof- 
itably for one time use. 


Our List Service proves profitable 
through revenue List Owners realize 
from rental of their lists and profits 
realized on their mailings to our list 
recommendations. 

Our Brokerage Department locates 

and obtains any mailing list available. 
Our Compilation Department builds 
lists to meet specifications. Our Re- 
search Department advises on_ all 
available lists for Persuasion by Mail. 
Our Sales and Service Department 
gives the personal service needed to 
get maximum results from Sales Pro- 
motion, Public Relations, Sales Leads 
and Mail Order Activities. 
For immediate and helpful, result- 
getting Mailing List information 
write us today. Be sure to state your 
list problem as fully as_ possible. 
Your request will receive immediate 
attention. 


Brokerage ® Compilations © Research 
WALTER DREY, INC. 


Mailing List Consultants 
National Sales Representative 
Occupant Mailing Lists of America 
257 Park Ave. South, N. Y. 10, N.Y. 
ORegon 4-7061 
333 N. Michigan Ave., Chicago 1, Ill. 
Fl 6-7453 


INCREASE 328 


WITH 





yfastichrome 


POSTCARDS 
DIRECT MAILERS 
POINT OF SALE PIECES 


NOW! MESSAGE SIDE AVAILABLE 
IN 2 COLORS ! ! 
@ Postcards cost less than I¢ each. 


@ Top quality — winners of 9 straight 
L.N.A. Awards. 


@ Color proofs at no extra charge in 
all quantities. 
@ Prompt, efficient service. 


Send for 
FREE MERCHANDISING IDEA KIT — 


Ra a a a ee Ue 


SMC amet ie tL td 
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HERE IT 1S: A NEW, TRULY 
MAGNIFICENT SNOW-WHITE 


OFFSET SHEET: STERLING THIS IS NEW 


LITHO-GLOSS, SNOWTONE. 


Look at the superb color reproduc- STERLING LITHO-GLOSS 
tion of this glittering snow field, the TREES F ; 9 
crisp, sharp, frozen feel. STERLING 

Litho-Gloss, Snowtone, is the cleanest, SNO\' A Ty |" ONE 

clearest, brightest sheet in its class. k L 

It has superior visual and numerical 


opacity. And it’s stabilized for closer, 
multi-color register. 


Styling like this is no accident. It’s 
the product of years of research and 
development and the most advanced 
color control in the industry. And 
here’s another reason to try West Vir- 
ginia for your next order of offset or 
letterpress paper: West Virginia serv- 
ice. Service is the big extra that goes 
with every shipment. 


A Westvaco representative will be 
happy to explain our modern, direct 
sales policy to you in detail. Like our 
styling story, nobody can match it in 
the industry. He’ll also explain how 
you can take advantage of our tech- 
nical service and research facilities. 
Isn't it time you switched to West 
Virginia ... the style leader ... the 
service leader? Just write 230 Park 
Avenue, N. Y. 17, N. Y., or contact one 
of our sales offices listed below. 


West Virginia 
y rn Pulp and Paper 


FINE PAPERS DIVISION 
COMMERCIAL PRINTING PAPER SALES 


CHICAGO FR 2-7620 NEW YORK MU 6-8400 
DETROIT DI 1-5522 CINCINNATI RE 1-6350 
PHILADELPHIA LO 8-3680 PITTSBURGH CO 1-6660 
SAN FRANCISCO GA 1-5104 
In Baltimore, Cleveland, Los Angeles, Milwaukee, 


Minneapolis, St. Louis, St. Paul, 
ask operator for Enterprise Service. 


The calendar picture was printed 
on 90# STERLING Litho-Gloss, Snow- 
tone, by American Offset Corp., Chi- 
cago, on a 2-color Harris Offset Press 
for the John Baumgarth Company, 
Chicago. It’s typical of the many qual- 
ity covers the Baumgarth Co. prepares 
and sells for use in calendars, bro- 
chures and catalogs. Like a copy for 
inspection? Just drop us a line. 


This insert is lithographed 
on STERLING Litho-Gloss, Snowtone, 
25 x 38 —100# 





Try 
POSTCARD 


LOWEST COSTS 
(Save on postage, too!) 


FULL COLOR 
(Shows your line best!) 


EASIEST HANDLING 


Use post cards for 

Introducing new lines... Deals... 
Retail sales helps . . . Promotions 
... Openings . . . Followups. 


WRITE FOR MIRROKROME KIT 


3 H. S. CROCKER CO., INC. 


1000 San Mateo Ave., San Bruno, Calif. 
OFFICES IN PRINCIPAL CITIES 


Dealers Name etc. 
We On 


Catalogs 
Magazines 
Folders - Cards 


Any Amount 
As Required 


Imprint 
Where 
To Buy 


: On Sersen’s 
Printed Imprinting, '~. 
es 


120 S. Sangamon 
P Chicago 7, Ill. 


Hit 


the target! Your sales message in 
Advertising & Sales Promotion can 
reach the eyes of the decision-mak- 
ers in the $8 billion promotion, pro- 
duction and merchandising market. 


23,000 HIGH SCHOOLS 

Nemes ond addresses on addressograph 
plates 

Available for addressing 

your direct-mail promotions. 
For complete details, write, wire or 
phone ... 

SPECIAL CORRESPONDENTS, INC. 

230 East Ohio Street, Chicago 11, Illinois 

DElawore 7-1065 
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chart; then reads across to find the 
styles available in that size. The 
right side of the folder contains 
suggestions for using envelopes 
efficiently including a list showing 
what styles to consider for different 
types of mailings. The reverse side 
of the chart is in a catalog format 
showing the 70 styles of envelopes 
available from this company. 
Copies are available. 
- for more details circle 1002, page 139. 


New Service Folder 
from Speed-Address 


A folder describing the facilities 
of an addressing service and the 
types of lists available has been re- 
leased by Speed-Address, Div. Wal- 
ter S. Kraus Co., Long Island City, 
N.Y. 

Among the advantages listed in 
the folder are: 


® free, constantly corrected lists; 
® electronic selection of punched 
metal plates; 

® high speed, fully automatic ad- 
dressing; 

@ list arrangements for bulk mail- 
ings. 


All the mailing lists from Speed- 
Address are included as part of the 
addressing service with no extra 
rental or purchase charge. The 
folder contains a variety of mailing 
lists under categories ranging from 
retailers to wholesalers. 

- for more details circle 1003, page 139. 


New Strip-Addresser 
Designed for High Speed 


A strip-addresser with a top run- 
ning-speed of over 25,000 addresses 
per hour has just been completed by 
Philip E. Tobias Associates. 

The machine makes use of hecto- 
graph originals on 344x738” punched 
cards. Address information is trans- 
ferred to a %” paper tape by spirit 
duplication. 

Class and subscription-expiration 
information are carried by punched 
holes in the long edge of the card 
and the electronic logic of the strip- 
addresser will sort out expired-sub- 
scription cards as they are printed. 
Town spacer-cards used in the ad- 
dress stack dot the tape for the last 
address in a town to expedite bun- 
dling. 

Provision is made for by-passing 
the printer so that the machine will 
count and sort only. Mailings of 
end-of-subscription notices are 
made using a “print expired only” 
function. Cards can be printed or 


not, depending upon the class in- 
formation punched on the card. 

The tape reels incorporate a mag- 
netic retainer for the flanges and 
can be disassembled in less than a 
second. Tape tension is controlled 
electrically. 

In announcing the completion of 
the new strip-addresser, a Tobias 
spokesman said: “We feel that the 
basic advantages of speed, versatil- 
ity, and low cost make this an ex- 
tremely desirable piece of equip- 
ment for anyone concerned with ad- 
dressing and mailing.” 

Additional details are available 
from Philip E. Tobias Associates, 
Glenside, Pa. 44 


New Addressing Machine 
Lowcost and Automatic 


A new addressing machine using 
metal plates and offering automatic 
features has been introduced by the 
Rex-Rotary Distributing Corp., 
New York. 

Marketed under the name of “Lis- 
tax,’ the new machine is 2’ deep, 
4’ wide and is capable of handling 
almost 10,000 pieces of mail a day. 
The machine feeds its plates from 
an original filing tray which holds 
up to 100 plates. The plates auto- 
matically re-file in original se- 
quence, filling a full tray. Special 
features include a repeater, form 
lister, dater, tag holder, and a copy 
counter plus both foot and electri- 
cal drive operation. Price is $149.50. 

An illustrated folder is available. 

- for more details circle 1004, page 139. 


Hard Sell in Mail 
Described in Booklet 


The benefits to be gained by put- 
ting “hard-sell” into a mailing cam- 
paign are illustrated in a straight- 
forward booklet, “Millions of Dol- 
lars From Direct Mail,’ recently 
released by Sales By Mail Inc., New 
York. 

The booklet uses the case history 
method to show how direct mail 
can be used successfully in recruit- 
ing distributors, moving inventory, 
opening new markets and getting 
more sales out of established mar- 
kets. 

A question and answer section in 
the back of the booklet provides 
answers to the questions: “How 
Much Should Your Direct Mail 
Pull?” and the results of small, in- 
expensive tests. 

- for more details circle 1005, page 139. 





Are you 


SAVING PENNIES 
on envelopes, 


but... 


inserting and metering 
machines? 
Now save money two ways 


Epic. Executives, agular & Ouitiaol 


Modern, automatic mailing equipment can\mean Shing forAirect mail users 
. . providing it is operated at the designed efficiency. But downy e due to envelope 
jams can eat away those savings in a hurry. : 


For example: let’s take a machine that’s worth $12 per hour. Then'one minute of 
downtime to clear one jammed envelope means 20 cents lost . . . and that doesn’t in- 
clude the cost of materials, retyping, etc. In effect,jevery envelope that causes a one- 
minute jam costs 20 cents. That’s a pretty expensive efvelope. 


You can help to eliminate expensive jams by sp utives, Regular and 
Outlook, the modern, executive style envelope. Epic fitives are guaranteed uni- 
form. They lie flat, feed smoothly and open easily for inserting . .. gummed right too. 
Every Epic Executive is the same high quality . . . to deliver the same efficient per- 
formance on high speed equipment. Bright white paper snaps up printing. 


You save on price, too, when you specify Epic Executives. They’re volume-priced to 
fit any direct mail advertising budget. 


Ask your paper merchant or printer for the complete, quality story of Epic Executives, 
Regular and Outlook, the modern envelope for modern business. 


SW", 
sv (% UNITED 
EUSES = STATES 


ENVELOPE 
Mewaad?” 


GENERAL OFFICES: SPRINGFIELD 2, MASS.: WORCESTER + SPRINGFIELD + ROCKVILLE + NEW YORK 
METUCHEN - ATLANTA + INDIANAPOLIS +» CHICAGO » WAUKEGAN «+ DALLAS + LOS ANGELES + SAN FRANCISCO 
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The basic medium of communication in Americ 


the transmission of knowledge to children and adult 
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Antique Flavor Today . . 
bridge Sentinel’ 


. These special editions of the ‘’South- 
helped keep the atmosphere of the Gold Rush 
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alive after the initial sales meeting. Old type and old artwork 
were used and the layout copies that of old newspapers. 


Ne hese 


How to Capture the Past for Today’s Promotion 


American Optical Co., to boost sales 
of its eye-glass frames, turned to the 
days of ‘49 for a picturesque, excit- 
ing contest for its salesmen. 


By Wade W. Cloyd 

Sales Promotion Manager 
American Optical Co. 
Southbridge, Mass 


The American Optical Co. applied 
a new twist to an old theme and 
really struck it rich. 

The problem was how to instill 
new vigor into a sales force of ap- 
proximately 500 across the country 
in an effort to boost sales of its 
ophthalmic products. 

To solve this problem, it was de- 
cided to conduct a two-month sales 
incentive program and to award 
merchandise prizes to all sales per- 
sonnel in the three AO regions 
which achieved the best sales per- 


formance over quota. Prizes ranged 
in retail value from $100 for every 
salesman and manager in the region 
which finished first to $35 to the 
region which finished in “show” 
position. 


>» A twentieth century version of an 
1849 newspaper was used to an- 
nounce the gold rush contest, pub- 
lish the rules and show the prizes 
in regular newspaper-style ads. The 
newspaper was dubbed the South- 
bridge Sentinel. To give it an au- 
thentic appearance, two books on 
Early American “clip art” were 
purchased from Dover Publications, 
New York. Six fonts of Early 
American typefaces were also pur- 
chased and flown in via air express 
from Type Founders Inc., Phoenix, 
Ariz. Total cost of both items: $80. 
“Newspaper jargon was in the 
florid style of the ’49er gold rush 
days. Instead of listing prizes in 
ordinary catalog form, they were 
incorporated as actual ads in the 
newspaper. 


> The announcement newspaper 
was so well received by salesmen 
that it was decided to publish 
weekly editions as the main vehicle 
of communications during the sales 
contest. The weekly issues included 
the regional standings, timely sales 
tips and generally encouraging com- 
ments from members of AO man- 
agement. Pictures of sales manage- 
ment personnel attired in 49er garb 
—complete with full black beards 
— were printed in the newspaper 
to give the campaign a_ personal 
touch. 

To give the campaign additional 
punch, special Gold Rush letter- 
heads were produced for use by 
company headquarters personnel 
and regional managers. Shares of 
McIntyre-Porcupine Gold Mining 
Co. stock were awarded each week 
to the salesman who brought in the 
most quantity sales orders for the 
week. This stock is actually listed 
on the New York Stock Exchange. 
At the time it was purchased, the 
stock was valued at $30 a share. It 
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Which publication can expect 
the highest readership? 


Pama Publication Wrappers 


offer a neater, safer and better way 
to insure increased readership 


It’s not necessary to fold magazines 
into a frustrating, hard-to-read 
bundle to save on costs and assure 
safe arrival. Mail your magazine 
flat — the way they are read — 
and positively protect them against 
weather, rough handling, abrasion 
and repeated impact with low-cost, 
Thilco Publication Wrappers. 
Skimpy, makeshift wrapping meth- 
ods are “penny-wise and dollar- 
foolish” when it comes to reader- 
ship. Compared to mailing envel- 
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Economical 


* Provide full “mail-clad” 
protection against weather 
and handling 


Lower material, handling and 
mailing costs over cartons 


* Wide range of grades 
to choose from 


Work well on automatic 
banding machinery 


* All grades available 
plain or Print-Decorated. 


Write today 
for samples and 
complete details. 


Functional Papers FOR PROTECTION TWAT 
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opes or cartons, Thilco Publication 
Wrappers are lighter in weight, 
provide better protection and are 
far less costly. They save on ma- 
terial, storage space, labor and 
postage. For additional assurance 
of readership, Thilco Wraps can 
be attractively Print-Decorated. 
No matter how large or cumber- 
some the volume, there is a Thilco 
paper grade “tailor-made” to fully 
protect your publication in the 
mails for increased readership. 


Thileo Publication Wraps are furnished in a 
versatile range of grades from single-ply Plain 
or Creped heavy-duty Krafts to THILCO-TUF 
(Non-staining Laminated grades) in medium 
and heavy weights—plain or fiber re-inforced. 
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earns an annual dividend of about 
4%. 

In addition, a 50-pound bag of 
gold-painted pea stone — labeled 
“Fool’s Gold” — was sent to the 
region that ranked last in regional 
standings in a given week. Needless 
to say, regional managers tried 
their hardest to avoid being pre- 
sented with the embarrassing bag. 
The regions could get rid of the 
bag by improving their sales per- 
formance. The first region to re- 
ceive the bag demonstrated its 
intention of getting rid of it quickly 
by having every member of the 
sales force carry the burden around 
a conference room to the strains of 
martial music. 


> Other devices used to stimulate 
interest in the campaign were mini- 
ature picks and shovels affixed to 
correspondence sent to sales per- 
sonnel. All salesmen were provided 
gold-writing ball point pens in- 
scribed “There’s Gold in Them Thar 
Frame Orders.” 

Response in the field was ter- 
rific. Regional managers dressed 
themselves in 49er prospector garb, 
dispatched bulletins in the “sour 
dough” jargon and generally played 
the prospector role to the hilt. 

The contest not only resulted in 
exceptional sales increases, but it 
proved to be a lot of fun for every- 
body at AO who got involved. 44 


Harco Brochure Describes 
New Laminating Press 


A four-page, two-color brochure 
describing the new Harco Laminat- 
ing Press is being offered by Harco 
Industries, Rochester, N.Y. 

The press is said to “permanently 
laminate in plastic any type of doc- 
ument up to 11x14” and/or 1,200 
wallet size cards in an hour.” 

- « for more details circle 1033, page 139. 


Mergenthaler Booklet 
Shows Linotype Faces 


Thirteen typefaces distributed by 
Linotype alone are featured in a 
booklet published by Mergenthaler 
Linotype Co., Brooklyn. 

The 13 include Caledonia and 
Caledonia Bold, Eldorado, Electra 
and Electra Bold, Fairfield and 
Fairfield Medium, Trade Gothic and 
Trade Gothic Extended, Trade 
Gothic Condensed and Trade Gothic 
Extra Condensed, Monticello and 
Primer. Each is shown in a sub- 
stantial block of body copy. 

. « « for more details circle 1034, page 139. 
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PROTYPE 816 


The original practical low cost PHOTOGRAPHIC TYPESETTING SYSTEM 


Ke SIMPLE, EASIEST TO USE—Any office employee can set beautiful clear black type with the 
New PROTYPE 816, which has eight Basic Patents. 


oe 25,000 TYPE SIZES AND STYLES—Never a type and hand lettering selection like Profonts. 
All sizes from 6 point to 90 point. 


MK NO EXPENSIVE CAMERA—You need no camera and no darkroom. Protype 816 
operates in ordinary room light. 


S& NOTHING COMPLICATED—The New Protype 816 is a simple and rugged tool! Has no belts, 
gears or motors to wear out. Practically no maintenance required. 


*K LOWEST COST TYPOGRAPHY—The Improved Protype 816 produces quality lettering 
and type at a low cost unmatched by any other method. 


_ 
Sitges a CUTS PASTE-UP TIME—No trimming and laborious pasting of tiny 


Strips of type. Now set the whole job in one piece, 
on a sheet as wide as 17 inches! 


og ti , - NO WAITING—NO SENDING OUT—Do it all—right in 
{ SES sae eee your own office or shop. Ideal, fast and thrifty for 


‘SAVE LETTERING AND 8 : 
\. TYPE, TIME AND MONEY in-plant print shops, letter shops, offset plants. 


*.. Mail the coupon! 4° 
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Send me complete details about how PROTYPE type 


7 composition can save us time and money and set 
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Who Keeps an Eye on 
Your Printing Bills? 


Printing can take a lot of your budget, 
especially if nobody in your company cares. 


By Frederic Kammann 


Let’s talk about the management 
aspects of your company’s printing. 

Business employs _ inanimate 
workers costing some $2,500,000,000 
annually; generally considers it a 
sound and worthwhile outlay. These 
workers are in the form of business 
printing. 

About 75°% of the cost pays for 
workers to advance the business — 
product specialists, demonstrators, 
promoters, instructors, salesmen, 
missionaries, ambassadors — in 
print. 

The rest are routine workers, 
mostly internal, handling many and 
varied jobs that help smooth out and 
speed up the business operation. 
Forms, records, production controls, 
work planners, time keepers, dis- 
patchers, messengers — all in print. 


>In many businesses a manage- 
ment executive will take a laudable 
interest in this army of printed 
workers — their standards of per- 
formance and their cost. 

In a business that lacks this man- 
agement interest the responsibility 
for the preparation and obtaining 
of the printed work force is likely 
to get scattered around the or- 
ganization — at a dozen or more 
detached points, and without co- 
ordination, uniform standards, or 
common objectives. 

This makes costly going — gen- 
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erally quite alien to the manage- 
ment attitude in other phases of 
the same business. But who knows 
that it is costly? Or how costly? 


>» Printers will tell you (in con- 
fidence, of course) that many if not 
most “business” printing jobs in- 
volve extra charges for needless 
and avoidable work — generally re- 
sulting from carelessness or haste, 
or human mistakes in preparing 
materials and ordering the pro- 
duction for printing. These extra 
charges, they estimate, will average 
10% of the job costs. Plainly that 
10% doesn’t get into the printing 
itself, but merely pays for some 
avoidable difficulties. 

Some printers say that 75% of 
their business printing suffers from 
poor preparation and poor plan- 
ning of the jobs. They deplore this 
situation, and some offer help in 
planning and organizing the jobs. 
But most printers feel they cannot 
provide additional services for the 
bare price of mechanical produc- 
tion — when that is the competitive 
base for estimating or quoting on 
the work. 

So business pays the premiums 

the high cost of hindsight. Money 
cost is not the only penalty in- 
volved, for poorly equipped printed 
workers fall short in performance 
of their jobs. A double extra and 
avoidable cost is compounded. 

There is a practical solution to 


this problem of getting the right 
printed workers, getting them on 
time, and at a right price. The solu- 
tion demands management approval 
and support. Is it worth the effort? 
Will it pay off? If so, what is the 
practical answer? 


> Any job in the business that can 
be done many times over, in the 
same way, is a likely prospect for 
printed workers. Printing is me- 
chanical multiplication of human 
talent and effort. What else can it 
be? Obviously it’s cheaper and 
safer to do such jobs by printing 
than by live workers. 

It's cheaper because printed 
workers cost less than live ones. It’s 
safer because every printed worker 
of a type does its job precisely the 
same way as every other printed 
worker on the same job. 

Presumably each printed worker 
embodies the information, the 
talents, the personality, the meth- 
ods of the best live workers in the 
business. It follows that the printed 
worker can only be readied for the 
job by careful and intelligent plan- 
ning in the preparatory stage, and 
by methodical planning of the pro- 
duction (or multiplication) | of 
workers by printing. 


> The responsibility for preparing 
printed workers for their various 
jobs, and providing them in the 
right numbers, may be large. But 





... With the complete line of Kimberly-Clark business papers. Cotton fiber and 
sulphite grades—mimeos, bond and offsets. Ledgers, index and vellum bristols. 
Duplicators, postcard stock and envelopes, too. You’ll be hearing more and more 
about Kimberly-Clark business papers ...using more and more Kimberly-Clark 
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photocomposition 


A brief, informative review of 
photocomposing equipment and 
methods, and of the techniques 
which have been developed by 
Progressive Composition Company. 
Also covers the uses, advantages 
and some of the disadvantages 

of this new form of typography. 
Free upon request. Write. 
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large or small it should be centered 
in one individual. Let us call this 
individual (man or woman) the 
Company Print Man. 

In a sense he stands as the per- 
sonnel director and the training 
director for the company’s entire 
printed working force. He draws on 
various segments of the business 
for their best information, talent, 
techniques, and personality — as 
representing the company. That is 
why no assortment of detached in- 
dividuals in the organization can 
partition this responsibility and 
come up with a uniform company 
standard of performance by its 
printed workers. This centralization 
of responsibility for the inanimate 
workers gives management its only 
practical control or influence over 
the company’s most numerous body 
of employees. 

Not only does this policy produce 
better printed workers, but it gets 
them at lower cost. 

It helps to circumvent that peren- 
nial evil — misguided, officious, 
opinionated (but  well-intended) 
meddling and interference with the 
company’s printing, even at the 
high executive level, which can oc- 
cur even in the best-run company. 

In some instances this eagerness 
to fiddle with company printing be- 
comes a habit — or a disease — a 
costly splurge of misdirected en- 
ergy. If the Company Print Man 
rates executive status in his re- 
sponsibility, this costly experting 
may be discouraged. Maybe the 
interference cannot be squelched, 
but at least the interferers can be 
told what their monkey-business 
costs the company. 


> Business management should not 
be concerned with the 57 varieties 
of goofs and boners that afflict the 
printing job, except to realize that 
they are numerous, sneaky, tricky, 
and always unexpected. 
These are the more 
breeding places: 


common 


e Alterations in type proofs 
e Alterations in plates 
® Late changes in job specifications 


® Miscalculations leading to re- 
runs 


® Rush work 
® Several kinds of oversights 


® Delays in approval — text and 
pictures 

Most if not all of these incubation 
depots are closed down by me- 
thodical planning — both for pre- 


paratory work, and for the me- 
chanical production of the job. 

Printers expect to pay for their 
own mistakes — and take every 
precaution to prevent them. They 
object (fairly enough) to paying 
for mishaps or catastrophes occur- 
ring on the customer’s responsibil- 
ity. 

The only known protection is an 
organized method for planning 
every piece of printing. Such a 
planning procedure points to each 
danger spot with checklists and re- 
minders. It organizes and equips 
the printed piece for its duties, and 
accounts for each of the successive 
steps in mechanical production. 


> But even a thoroughly tested 
and practical planning method, can- 
not escape the penalties of poor or 
tardy co-operation by those who 
approve the words and picture ma- 
terials for printing. Nor can it com- 
bat the costly evils of meddling and 
interference. These are matters for 
management attention. 

If your business suffers at all 
from these problems you want to 
know: 

(1) How big is the problem? 

(2) Why do we have it? 


> To get the answers: 


1. Check all printing bills that ex- 
ceed the original estimates or quota- 
tions. What are the excessive items? 
The answers can come from print- 
ers’ time sheets; or from type proofs 
showing revisions and as finally ap- 
proved; from changes in specifica- 
tions; from changes in delivery 
dates. Add up the extra costs. 


2. Now ascertain who was behind 
the changes, the alterations, the 
oversights, the delays, and the mis- 
takes. Check them out, from the 
top man right down the line. You'll 
probably uncover some habitual of- 
fenders. (You yourself might be 
present.) 

This tells where the problem lies. 

Consider the ground rules or 
procedures that will eliminate or 
drastically reduce the avoidable 
penalties. 


> Following are suggested as fairly 
common policies that have worked 
out satisfactorily: 


1. Establish a central (preferably 
individual) responsibility for prep- 
aration and buying of company 
printing. Make it official. This is 
your Company Print Man (or 
Woman), with or without assist- 
ance. 


++.» continued on page 47 
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2. Urge the adoption of a standard 
planning procedure, for every 
printed piece — covering both prep- 
aration and production. 


3. Establish necessary authorities 
for final OK of materials for print- 
ing, such as copy and artwork, in 
various departments concerned 
with your commonly used kinds of 
printing. Avoid committees or di- 
vided responsibility if possible. 


4. Require that all copy (text mat- 
ter) be okayed in manuscript or 
typescript form — initialled and 
dated. Copy for approval should be 
accompanied by, and keyed into, a 
layout of the printed piece; also the 
artwork or proofs for OK similarly 
keyed into the layout. 


5. Establish the policy of prompt- 
ness in handling revisions and/or 
approval of these materials. (The 
indefinite “convenience” of those 
giving the final OK is a major 
penalty cost on business printing. 
It’s largely attributable to execu- 
tives who “can’t be bothered” with 
the company’s printed workers — 
until the time comes to complain 
of their poor quality or high costs.) 


6. Insist that printing be initiated 
early enough to allow reasonable 
time for preparation and produc- 
tion. This is a major executive con- 
tribution to better preparation and 
lower costs. 

A book could be written on the 
cost of putting off the printing until 
the last moment and then rushing 
the preparation, jamming the pro- 
duction, with extra costs piling up 
every step of the way. No human 
being — no method of planning — 
can cope with a demand for short- 
cutting the successive steps in pro- 
ducing a printing job. They cannot 
be over-lapped. Attempted short- 
cutting invariably shows up in 
wasted time and dollars (the com- 
pany’s, of course). 


7. Have your Company Print Man 
ask that all printers’ bills itemize 
all extra charges, whether or not 
they exceed the estimates or quota- 
tions. Have these reported, with 
names of the people responsible for 
the surcharges, to be brought to 
the attention of the responsible 
parties. 


> When this policy is established 
you should note a general falling 
off in the eagerness of the great 
and small, to have fun “getting into 
the act” with company printing. 
You should note, too, salutary ef- 
fects on quality and cost of the 
printed work force. 44 








lecibility 


To a type buyer, the flexibility of 
Warwick Fotosetter composition is one 
of the most enlightening features of 
this modern method of typesetting. 
Once they discover the many advan- 
tages buyers recognize how they can 
apply Warwick Fotosetter for greater 
economy and finer quality . . . and do 
it. Why don’t you find out how you 
can benefit? Write for information: 
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DIRECT MAIL HAS BEEN OUR 
BUSINESS FOR OVER 30 YEARS 


Hie hPa ls 
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DOES IT FASTER! 


You can count on Marie to handle your —- 
mailings — and be assured of prompt and ac 
curate services. 

Work mailed for you or delivered to you. Marie 
has been handling all mailing details for a wide 
variety of clients for more than 30 


years 
Multigraphing * Fill-in on Multigraphed 
letters * Planographing * Addressing ° 
Mimeographing * Printing * Addresso- 
graphing * Auto-typed letters. Also 
Addressograph list and hand-list main- 
tenance. 
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Direct Advertising 
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Photoengraving and Platemaking 
Window and Store Displays 
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IN THE MARKETPLACE 


e Automatic Desk Folder .. . all- 
electric, desktop folding machine 
said to perform slitting, scoring and 
perforating operations with or with- 
out folding . . . Print-O-Matic Co. 


Inc., 724 Washington Blvd., Chicago 
6. 


e Automatic Stapler . . . can be 
integrated with the same company’s 
Gathermatic collator or used inde- 
pendently as a hand-fed unit... 
Thomas Collators Inc., 100 Church 
St., N.Y. 7. 


e Automated photographic type- 
setter . . . the FotoRex Model 311 
can handle display headlines and 
body text. Its manufacturer claims 
that it sets composition, ready for 
paste-up, in minutes, thus elimi- 
nating days of waiting for outside 
proofs and correction. Retail price, 
$199.50 . . . Electro-Rex Corp. of 
America, 387 Park Av. S., N.Y. 16. 


e Lightweight letterpress plate .. . 
Plastalum, aluminum plate backing 
sheet, when molded with specific 
type of plastic, backs up and makes 
an economy plate in five minutes. 
Said to be mechanically sound, 
press-proven and produces quality 
printing . . . Ads Inc., P.O. Box 506, 
Hartford 1, Conn. 


® Two-color lid printer . . . Allows 
two colors to be printed in register 
in one pass, operating speeds are up 
to 100 RPM and most installations 
are under $5,000, according to man- 
ufacturer’s claims . . . KamRu 
Products Corp., P.O. Box 706, Ely- 
ria, Ohio. 


@ Long life plastic bindings . . 
Plastico bindings are said to be non- 
breakable, non-shrinkable, non- 
flammable. Exclusive arch design 
and half-inch standard punch spac- 
ing grip at closer intervals, 22 to an 
11” binding, provide stronger and 
more durable binding element, it is 
said . . . Plastic Binding Corp., 732 
Sherman St., Chicago 5. 


e Silkscreen duplicator . . . Dupli- 
Graph can be used to get electronic 
stencil of all kinds of technical 
drawings, illustrations, diagrams 
and forms. Will copy typewriter 
material or India ink, pencil or or- 


dinary ink, and any combinations 
. . . Identification Systems Co., 246 
Sth Av., N.Y. 1. 


Largest Web Offset Press 
Described in Brochure 


The Safran Printing Co., Detroit, 
has issued a brochure, “New Di- 
mensions in Printing,” describing 
operation and production possibili- 
ties of its 50 inch, 10 color Harris- 
Cottrell web offset press, claimed 
by Safran to be the largest web off- 
set press now installed. 

Operation of the press is illus- 
trated in color. Inserted layeut 
sheets show basic formats which 
can be produced on the giant unit, 
94x14x10’. 

Copies of the brochure are avail- 
able. 


. for more details circle 1012, page 139. 


Thomas Collator Line 
Described in Literature 


Availability of new literature 
describing the redesigned 8, 10 and 
16-sheet semi-automatic floor mod- 
el collators manufactured by Thom- 
as Collators Inc., New York, has 
been announced by the company. 

Used for gathering duplicated 
sheets into sets, the collators are 
said to provide accommodations for 


Soul-Searching . . That’s what the 
press release said. When Flexible Tub- 
ing Corp., Connecticut manufacturer of 
flexible tubing and fittings, wanted to 
change its trademark it was only after 

. extensive researching, soul-search- 
ing and testing’ that the new one above 
was picked. The company’s advertising 
agency, Noyes & Co. Inc., Providence, 
R.1., helped. 
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How to make mouths 
er (and make sales!) 
trom coast-to-coast 


Great Northern’s Light-Weight 
Groundwood Papers are the 
Natural Partner of Catalogs That Sell 


People are hungry for the good things of life. 
Catalogs pinpoint their appetites . . . and make 
sales. 


National, regional or local . . . whether it’s seeds, 
fishing tackle, camera equipment, sporting goods, 
gifts, clothing, food or giant mail-order . . . your 
catalog lets you select your market and place 
your products before your prospects’ eyes, right 
at home where, undistracted, they have the time 
to look, to plan, to buy. 


An American company “on the go,” Great 
Northern is proud to play a big part in catering 

to the buying habits of our nation. Light in weight, 
opaque and custom-finished to your requirements, 
Great Northern catalog papers are being adopted 
in ever-greater volume and printed by every 
major process. 


You are invited to ask for printed samples of 
Great Northern Groundwood Catalog Papers. 
High-speed printability and outstanding color 
reproduction join hands with an economical price 
to benefit both merchant and printer. Find out 

for yourself. Call in your Great Northern man on 
your next job, now. 


A Leading U.S. Producer of Groundwood Printing Papers 
Mills in Maine 
Sales Offices: 522 Fifth Avenue, New York 36 ° 
Boston * Chicago * Cincinnati * Washington 


Catalog and allied directory 
papers derived from Great 
Northern’s “Groundwood 
Tree” would spread a 
Super-Highway to Better 
Sales from coast-to-coast 
and back again . . . five 
times, in a single year. And 
still demand grows — 
evidence of the contribution 
of this American paper 
company “on the go” to an 
America On The Go. 





She fixes herself comfortably in the chair. 


She flips through a few pages and delicately smothers a ladylike 


yawn. 


j ! UeLr Wa tch The picture for a story catches her eye, and she pauses an instant 


or two to speculate idly whether Mr. Tall-Dark-and-Handsome 
did—or he didn’t. 


a Woman Slap. Flip. Flip. Slap. More pages wander by. 


Then it happens. 


leaf through This woman is wide awake and vibrating. She sees something that 
* 


buzzes her acquisitive sense. 


She sees a product her man would like to eat, her kids would 


a magazine? want to wear, her house would love to have, her face or figure 
+ 


would choose to put on. 


os She sees an ad that grabs her. You can almost feel the short hairs 
7 on the back of her neck quiver with buying desire. 
* * * 
Sure, that kind of wake-up ad has a product, and an idea in it. 
But ten to one it’s physically strong and attractive, too. 


In these competitive days, why send a good product out into 
the selling world without a strong, vigorous, right type dress? 
Especially since it costs no more. 


Your nearest ATA member is a type specialist. He knows faces 
and has them. He understands selling problems and helps solve 
them. His craftsmen love their work—and it shows. 
He does it better and sooner. You save two ways: 
typographical efficiency and stronger sales response. 


Call him—this time! 


t pays to set type right 
ADVERTISING TYPOGRAPHERS ASSOCIATION OF AMERICA, Inc. 


BOGE - October 1961 





Is 
she 
your 


type 2 


./f you want to appeal to her 


the nearest member of 


the Advertising Typographers 


Association of America 


EXECUTIVE OFFICES: 

461 Eighth Ave., New York 1, 
AKRON, OHIO 

The Akron Typesetting Co. 
ATLANTA, GEORGIA 
Higgins-McArthur Company 


BALTIMORE, MARYLAND 
The Maran Printir 


BOSTON, MASSACHUSETTS 
The Berkeley Press 
Machine Composition Co. 
H. G. McMennamir 
CHICAGO, ILLINOIS 
J. M. Bundscho, Inc. 
The Faithorn Cort 
Hayes-Lochner, Inc 
unkle-Thompson-Kovats, Inc. 
deric Ryder Company 
ee OHIO 

e J. W. Ford Company 
CLEVELAND, OHIO 
Bohme & Blinkmann, inc 

hlick-Barner-Hayden, Inc 
Skelly Typesetting Co., Inc 
—— OHIO 

2ger Typesetting Co., inc. 

enaaae, TEXAS 
Jaggers-Chiles-Stovall ne. 
DAYTON, OHIO 
Dayton Typographic Service 
DENVER, COLORADO 
The A B. Hirschfeld Pre Ss 
Hoflund-Schmid 


Fre 


t Tyr ograpnic >ervice 
DETROIT, MICHIGAN 
A Id Powers, 


George illens & mpany 


INDIANAPOLIS, INDIANA 

The Typographic Service C 

KALAMAZOO, MICHIGAN 
ahoney Typographers, Inc 

tes ANGELES, CALIFORNIA 
type Servic« 


Adve rtise rs Comp ositic 


y Company 


en ine 
holas ston Compar 
MILWAUKEE, WISCONSIN 
Arrow Press, Ir 
MINNEAPOLIS, MINNESOTA 
Dah! & Curry, Inc 
Duragraph Inc 
NEWARK, NEW JERSEY 
Barto n Press 
Patrick Co., Inc 
NEW VORK, NEW YORK 
ervice Company 
ng Ff ncies’ Service Co., inc. 
c 
3 Tye 
hic Service 
Press, Inc 
OmMmposing MoomM, Inc. 
Somposition Service, inc, 
Diamant Typographic Service, inc 
duxley House Utd 
Kir Typographic Service 
Linocraft Typographers, Inc 
po Compan 


PHILADELPHIA, nA 
ter T. Armstrong 
Composition Company 
phic Service, Inc. 
PITTSBURGH, PENNSYLVANIA 
Davis & Warde 
PORTLAND, OREGON 
Paul O. Giesey, Adcrafters 
ROCHESTER, NEW YORK 
Rochester Monotype Composition Company 
ST. LOUIS MISSOURI 
Warwick Typographer 
on FRANCISCO, CALIFORNIA 
Griffin Brothers, Inc 
TORONTO, CANADA 
Cooper & Beatty, Limited 


ne. 








sheet sizes from 4x5” to 17x22”. 

Design improvements include spe- 
cial sheet separators, unit-formed 
feeding arms, a 4-digit counter and 
a new housing. 


- for more details circle 1013, page 139. 


Uses of Colors Shown in 
Portfolio of Letterheads 


A portfolio of letterheads, pro- 
duced by Byron Weston Co., sug- 
gests ways a printer or designer can 
create more colorful letterheads 
without adding to production costs. 

Sample letterheads produced by 
offset lithography, die stamp en- 
graving and letterpress printing 
show how black and a color, or two 
contrasting colors, can be screened 
and overprinted to produce a multi- 
color effect. The use of tinted stock 
to add even more color is also illus- 
trated. 


A copy of the portfolio is avail- 
able. 


. for more details circle 1014, page 139. 


Direct Image Plates 
In Offset Discussed 


The second in a series of technical 
bulletins issued by Polychrome 
Corp., “Offset Printing with Direct 
Image Plates,” has been published. 

The bulletin gives detailed data 
on preparing these plates by type- 
writer. Pre-printing, and imaging 
with pen, pencil, special drawing 
ink, and transparent carbon are 
covered, as are correction proce- 
dures. 

Also included is information about 
plate processing, suitable fountain 
solutions and inks, and running di- 
rect image plates on the press. 

Copies of this bulletin are avail- 
able. 


+ for more details circle 1015, page 139. 


Heidelberg Booklet 
Describes New Press 


Heidelberg has issued a booklet 
describing its two-color litho letter- 
press. 

The booklet describes “six ways of 
printing possible on this press.” They 
are sheet-fed rotary litho; litho and 
letterpress combined; sheet-fed ro- 
tary letterpress with wraparound 
plate only, or in combination with 
flatbed as a two-color press; flatbed 
precision letterpress; sheet-fed ro- 
tary letterpress, two-color letter- 
press combining rotary and flatbed 


printing in one operation. 
Copies are available. 
. for more details circle 1016, page 139. 


Ditto Offset Duplicator 
Subject of a Booklet 


A booklet, “New Roads to Profits 
with the Ditto Offset Duplicator,” 
details economies possible with the 
use of this machine. 

The booklet points out in three 
major areas of use, printing, sys- 
tems and duplicating, the offset du- 
plicator will “permit maximum use 
of machine and greatest savings.” 

Copies of the booklet are avail- 
able. 


. for more details circle 1017, page 139. 


Stik-a-Letter Adds 
One Inch Series 


The Stik-a-Letter Co., Escondido, 
Cal., has added a series of 1” let- 
ters to its line of cutout letters. 

They can be used in poster, dis- 
play, presentation, chart and televi- 
sion title works. Called the 1” Law- 
rence Condensed series, it contains 
1,450 characters, 24 each of the nu- 
merals and “a plentiful supply of 
punctuation marks.” 

Details are available from the 
company at Rt. 2, Box 1400, Es- 
condido, Cal. 44 





BONOMO 


Growth and Change . The Bonomo 
candy line, grown through the years and 
through the acquisition route to encom- 
pass many once-independent candies, 
has a trademark, a minaret-capped low- 
er case ‘b’. Old trademark was a script 
signature used in a number of ways, 
both by itself and enclosed within a 
minaret. New design was done by Dixon 
& Parcels Associates, New York. 
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90% 


MORE READERS 


for your highway signs 


“Codit” Reflective Liquid gives your 
highway “tacker™ signs the power to 
impress motorists at night—without the 
cost. of lights! Signs reflect light from 
oncoming cars. You get 50°; more readers 
than with daytime-only signs, because 
', of all traffic travels after dark. 


WRITE FOR FOLDER AND 
FREE DEMONSTRATION SAMPLE 


CopiTt 


BRAND 


REFLECTIVE LIQUID 


Minnesota Mining & Manufacturing Co. 3m 
Dept. RCQ, St. Paul 6, Minn . 


FOR QUALITY WORK ON 
© 


Whether you need waterless pressure-sensi- 

tive decals or other Kleen-Stik items. Our silk 

screening is superior. Creative and production 

facilities. Send now for free samples, estimate. 

SCREEN PROCESS PRINTING COMPANY 
P, O. BOX 948, WICHITA 1, KANSAS 


SEE KLEEN-STIK AD 
Page 4 





WANTED FOR ALL USERS OF DECALS 


RUBBERCAL®™ (plastic decal) is permanent, waterproof, tough 
Easiest applied without water in any weother Best indoor, out 
door emblems. More economical. Write for somples. Mode only by 


MULTI-COLOR PROCESS CO., Box 1033, Tulsa, Okla. 


ATTENTION 


GETTERS! 
re em LG es 
a3 oe 


Hundred Reel rele 
Exclusive use 


Low priced 


DOUGLAS MACK 
1550 Church St. San 
Francisco 14, Calif 


34 


GRAPHIC ARTS DESIGNERS 


ATF type specimen sheets are valuable tools of your 
trade. Be sure you get them. Send your name and ad- 
dress (home, preferably), on business letterhead to 
American Type Founders, 200 Eimora Avenue, Elizabeth, 
New Jersey 


EVERY STYLE 


TR ONLI) LL) 
50: 


aa) ee 
ORIGINAL FONT SiZ 


Order by name from 
specimen book sent 
on receipt of 25¢ 
Mailings thruout USA 
FLEXO-LETTERING CO., INC. 
305 —. 46 ST. © N.Y. 17 © PL 3-4943 
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Dick Introduces New 
Office Photocopier 


A. B. Dick Co., Chicago, has an- 
nounced a new office photocopy 
machine that will sell for $99.50 and 
will be available in a wide variety 
of colors: beige, red, white, yellow 
and green. 

The new photocopier, designated 
the Model 103, will produce black 
on white copies of anything drawn, 
printed, duplicated or written. 
Copies are permanent and will not 
fade from light, heat, or age, ac- 
‘ording to an announcement. 

Maximum copy area for the 
Model 103 is nine inches in width 
by any length. Two larger machines 
are already in the A. B. Dick line: 
Model 110, with a maximum copy 
area of 94x15’, and Model 114, 
with a maximum copy area of 14” 
by any length. 44 


Woodcut Engravings Show 
Process of Making Paper 


A series of six woodcut engravings 
depicting key stages in the manu- 
facture of printing paper has been 
commissioned by the Hollingsworth 
& Whitney Division, Scott Paper 
Co. 

Ted Davies, New York woodcut 
artist of New York, is originating 
sketches on what he considers the 
six most interesting subjects for the 
series. The designs will be printed 
on different grades of H&W paper 
and will be used as inserts for var- 
ious printing trade media. 


Stick with Qantas 


KARACHI 


Holiday Special . . 
page, 


travel stickers. Under a headline, 


Reproductions of the first three 
woodcuts in the series are available 
on request. 

- for more details circle 1018, page 139. 


Amsterdam Booklet Shows 
Deberny & Peignot Types 


Typefaces available from Deberny 
& Peignot, Paris, through Amster- 
dam Continental Types and Graphic 
Equipment, New York, are shown 
in a booklet entitled “Types From 
Paris.” 

Faces from the French company, 
now in its 13lst year, include 
Peignot, Meridien, Cristal, Jacno 
and Ondine. All these types have 
been cut by hand on steel punches. 
D&P says “We do not believe that 
such fine types can be engraved 
mechanically. Type cutting is a 
form of art and nothing will ever 
replace the sensitiveness of the 
human hand.” 

Copies of the booklet are avail- 
able. 


. for more details circle 1019, page 139. 


V&M Typographers 
Issue Typebook 


A Brooklyn typographer, V&M, 
has issued a new type book listing 
faces it has available. 

V&M, in addition to the 
composing room services, has ex- 
perience in such assignments as 
mathematical setting, bibles & mis- 
sals, encyclopedias, art books, tech- 
nical manuals, house organs, etc. 

- for more details circle 1020, page 139. 


usual 


and an go es! 


. Qantas Empire Airways inserted what is called the first double- 
four-color perforated advertisement designed to separate into 24 individual 


the individual stickers depict key locations along 
the Qantas flight routes. Campaign is exclusive in 


““Holiday.”’ 
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Throw away your old ideas about printing papers. 


The old idea that only a heavy paper is bright _ beautiful printing results in halftone or line, black 
and opaque enough for fine printing is now out- and white, and color. It can cut your postage in 
moded. Olin has developed a new concept in _ half, and reduce the bulk and weight of your print- 
papers, called Waylite. It’s a lightweight stock as ed material. Ask your Olin fine paper merchant 
opaque as many papers twice its weight, with ex- about Waylite or write to us. Once you’ve seen it, 
treme whiteness and great strength. Waylite gives _ you’ discard your old ideas about printing paper. 


<1i 
PACKAGING DIVISION Qf Im 


ECUSTA PAPER OPERATIONS, PISGAH FOREST, NORTH CAROLINA 





TAG for Turnover! 


It’s not a gamble or a guess. It’s a fact, the odds 


for turnover of tagged merchandise are three or 
four to one better than for non-tagged. 

Your rate of turnover may be increased even 
more with quality tags from Cupples-Hesse. 
Experience in creative ideas, graphic design, and 
production make the difference. 

To build sales enthusiasm for any product from 
an abacus to a zither, use tags created by 
Cupples-Hesse. For samples and prices, call your 


local Cupples-Hesse representative. 


CONSULT YELLOW PAGES UNDER “TAGS” OR “ENVELOPES” 


Cupples-Hesse Company 


DIVISION OF ST. REGIS PAPER COMPANY 


St. Louis 15 Detroit 16 Des Moines 13 
4100 N. Kingshighway | 3633 Michigan Ave. | 1655 E. Madison Ave. 
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INTERNATIONAL 
SEA VAN. INC, 
Out of the Rut... A survey revealed 
that most household goods carriers used 
globes in their logos. So, International 
Sea Van Inc., Evansville, Ind., de- 


cided it wanted a design that would be 
different. 


Columbia Available in 
14-Point Foundry Faces 


Columbia type is now available in 
foundry 14 point, regular and bold 
faces, it has been announced by 
Amsterdam Continental Types and 
Graphic Equipment Inc., New York, 
the United States importers and 
distributors for the product of Type- 
foundry Amsterdam, Holland. 

According to the importing firm, 
“Columbia offers clean, evenly-bal- 
anced design and an absence of ul- 


Columbia 
Columbia Italic 


tra-thin strokes, and has therefore 
been found to work very well in the 
most demanding photo-mechanical 
applications.” 

+ «+ « for more details circle 1021, page 139. 


Type Selection Subject 
Of Intertype Publication 


To help you establish procedures 
in picking faces, “How to Select 
Typefaces” has been issued by the 
Intertype Co., Brooklyn. 

A 24-page booklet with a pocket 
on the back cover containing addi- 
tional folders on the subject, the 
publication gives case studies of 
uses of such faces as Baskerville, 
Bodoni, Cairo, Caslon, Century, 
Egmont, Garamond, Goudy and 
others. 


- +» for more details circle 1022, page 139. 


Societa Nebiola Torino 
issues Book of Types 


Societa Nebiola Torino, Famous 
Italian typefoundry, has issued a 
book listing most of its faces. 

Such faces as Augustea, Torino, 
Egizo, Microgramma, Juliet, and 
Slogan are shown, as well as all 





GILBERT 
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TMLUVET LT 


OPAQUE BON D 


¢ Combines Excellent Opacity and Light Weight 


~@ 25°¢ Cotton Fibre Content—sub. 16, Tub-sized, Air-dried GILBERT PAPER COMPANY, MENASHA, WISCONSIN 


¢ Takes Printing Beautifully by All Reproduction Processes Send additional samples of Lavender White 


; ; : : Opaque Bond 

.¢ Ideal For Price Sheets, Short Term Insurance Policies, 

, z . Have sales representative call 
Postage-Saving Envelope Stuffers 


SEND COUPON FOR ADDITIONAL SAMPLES AND COMPLETE INFORMATION 


FIRM NAME 


STREET ADDRESS 
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OPAQUE 


BON D 


This remarkable paper has beauty, 
and opacity 


strength, light weig] 
At sub. 16 it offers greater opacity than a su 
20 opaque bond and more opacity than a sub. 24 regul: 
bond paper. For special requirements other weights can f 
made with the same opaque treatment. For forms work : 
most 50% more forms on Lavender White can be stored in 
given area in comparison to forms on regular weight pape 


RT PAPER COMPAN * 


MENASHA, WISCONS!I 





sorts of ornaments, rules and flour- 
ishes, and other graphic design 
pieces. 

Requests for the book should be 
directed to the American importers 
and distributors, Amsterdam Con- 
tinental Types and Graphic Equip- 
ment Inc., 276 Park Av., S., New 
York 10. 44 


Palatino Shown In New 
Folder from Amsterdam 


A new folder showing the type- 
face Palatino in both its Linotype 
and hand set designs is being of- 
fered by Amsterdam Continental 
Types and Graphic Equipment Inc., 
New York. 





_ Palatino 


The face is designed and manu- 
factured by D. Stempel AG Type- 
foundry, Frankfurt am Main, West 
Germany. 

Copies are available. 

- « for more details circle 1023, page 139. 





Hill Describes Business 
Card Purchase System 


A plan by which business cards 
can be ordered and supplied with 
purchase orders, requisitions and 
small checks, has been devised by 
R. O. H. Hill Inc., New York. 

The plan, called the Coupon Book 
Plan, is an adaptation of the coupon 
systems for buying office supplies. 
Hill points out that in addition to its 
time and money saving features, the 
coupons used include all technical 
data, aiding accuracy. 

Details are contained in a folder 
being offered. It is called “Save $10 
Every Time You Order Business 
Cards.” 

Copies are available. 

- » for more details circle 1024, page 139. 


A BIG 


PRESSURE-SENSITIVE 
MANUFACTURERS 
Inadvertently omitted from last month’s 
Advertisers’ Buying Guide were the 
following two companies. Please add 

them to your source list. 
Mystik Adhesive Products Inc. 
2635 N. Kildare, Chicago 
Pressure Sensitives Inc. 
7600 S. Greenwood, Chicago 19 
Pres-Sure-Stik Corp. 


— ary ic 
E. 29th St., N.Y. 16 


WINNER! 
and still champion! 


Don't take it on the chin with inferior 
typography. Specify Service where 
personal skill and modern 
equipment combine in a one-two 
meet Mle Tm Ur 

will put life and sales appeal 

into all your ads and 

Cle igo 


PAB AE 


Here’s proof of top quality 
at amazing low cost... 


FREE 


PROGRESSIVE 


PRESS PROOFS* 


on your first order of 


SCREENED 4-COLOR SEPARATIONS! 


Go modern—use full color! And save $20—$40—$65 on 
your first order! Now you can cash in on the beauty and 
selling power of brilliant full-color reproductions—yet keep 
costs in line. Get your Sample-Info. Brochure and Price List 
by mailing coupon now. 

World Color’s technical progress and vast experience stands 
behind you—more than 150,000 sets of 4-color positives 
already supplied to leading lithographers, agencies, adver- 
tisers. You get fastest service in the industry, with free air 
mail delivery. Press room procedures with all orders. Com- 
posing also at low, low cost—complete positives ready to make 
plates. 

~-LIMITED OFFER — ACT NOW! ---- 


World Color, Inc. — Dept. H11 


"Ale Bo 


in. 
Ormond Beach, Fla., Tel: ORange 7 13324 


New York Branch Office ; 
274 Madison Ave., MUrray Hill 5-4275 4 


SEND FOR Sample-Info. = 


Brochure & Price List now... 


*OFFER EXPIRES Sept. 15, 1961 


Box 697, Ormond Beach, Fla. 
Please rush full-color Sample- 
Info. Brochure and Price List to: 
NAME 

TITLE 

FIRM 

STREET 

cITY 

STATE 


TYPE OF BUSINESS 
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Design Portfolio 


Art Directors’ Personal Greeting Cards 


27 os 
+s — 


October 


When an art director is uninhibited 
by account executives or clients, as 
when he is designing his own greet- 
ing card, he is liable to come up 
with an interesting design solution. 


1961 


Gene Clayton, Calvin & Co., St. 
Louis, has a 5x7” french fold, with 
a snowflake on the cover. The _ inside 
spread, with more scattered snowflakes, 
shows the Claytons on an outdoor poster 


Gene Hoover, Henry J. Kaufman & 

Associates, Washington, went into 
his files to send us this 1953 family card, 
also a french fold, printed in red and 
green on ivory paper. The Santa on the 
cover was by Carol, then aged 5, while 
the Christmas tree was by her older 
sister, Lois. 


Peter Van Scozza, Lloyd Mansfield 

Co., Buffalo, writes of his 5x7” 
white folder: ‘You'll note this card is 
hand-done. It’s one of 250 and no two 
are alike. The swish is done with my 
thumb. The colors, other than the tree, 
are dabbed on directly from the tube.” 


3 





7 


Gene M. Kowall, D’Arcy Advertis- 

ing Co., St. Louis, sent a 4x9%4"’ 
folder, in full color. His French poodle, 
his son Douglas, and his Scottie, 
greetings in appropriate dialect. 


issue 


H. Nelson Kent, Needham & Groh- 

mann, New York, uses old-fashioned 
type and ornaments on a 61%4x13” 
broadside, printed in black on a glossy 
green stock. 


A 3'2x8” line cut bears the greet- 

ings of Virginia Rengert, Denham & 
Co., Detroit. A touch of color is added 
to the inside of the card with two hand- 
applied stripes leading to the message 
and signature. 


Joseph Appalucci, Ritter-Lieberman 
* Agency, Allentown, Pa., sent his 
family’s greetings out on a sheet that 
opened to 251%4x11¥%4", printed in green 
ink on buff laid paper. 
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Saul Grubstein, Hicks & Greist, New 

York, used a photograph of an an- 
tique balancing toy, printed in red, and 
a message in green, on a sheet of wrap- 
ping paper that unfolded from 8Y%2x5 
to 17x22”. 


DU-PLEX 
KANGAROO 


Du-Plex Onvelopes 
Are Best 
By Popular Choice 


nous Du-Plex Safety 
added reminder of re} 
rst Class letter on front 
nctive letter flap design 
assures First Class recognition 
on-arrival. 


Write For 
Samples Today! 


DU-PLEX 


ONVELOPE CORPORATION 


3026 Franklin Blvd., Chicago 12, Ill. 





Pee Thr) 


@ ALL STEEL 

@ ALL NEW 

@ ALL WEATHER 
@ ALL PURPOSE 


@ POLE SIGN 


Takes the wind. Re-useable hardware. 
Sign itself a new tough Plastic (or Drill 
Cloth). Low Priced. Multi-color printing. 


Any quantities. Write for details 


SALES 
PROMOTION 
PRODUCTS, INC. 


5702 DETROIT AVE. 
CLEVELAND 2, OHIO 
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SCOTT, FORESMAN & CO. adds its name to the growing list of publishers who use Vinyl ‘‘PX’’ Cloth with this handsomely bound textbook, ‘‘Wide, Wide 
World’’, printed by Mid-City Lithographers, Inc., Chicago; finished by Paper Converting and Finishing Co., Chicago; binding by L. H. Jenkins Inc., Richmond, Va.' 


It’s clear, crisp, colorful-it’s vinyl PX° cloth 


Count on sparkling clarity of print, design, and 
colors with Du Pont vinyl-impregnated ‘“‘PX”’* cloth. 
Its snow-white surface is uniform . . 
lay of ink, superior adhesion. Durable, too. Viny! 
“PX” cloth is ten times more scrub-resistant than 


. gives a better 


pyroxylin materials of the same grade . . . can take 
roughest service. It meets Commercial Standard CS- 
57-40 and the Official Minimum Manufacturing 
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Standards and Specifications for textbooks. For in- 
formation and samples, write: E. I. du Pont de 
Nemours & Co. (Inc.), Fabrics Division, Depart- 


ment 1-10 Wilmington 98, Delaware. 
*Reg. U.S. Pat. Off. 


BETTER THINGS FOR BETTER LIVING 


»++THROUGH CHEMISTRY 


®€6. U5. pat OF 





WHAT MAKES UP ART 


AED TION: 


An agency art director spells out some of the 
duties and characteristics that make her job in- 
teresting and challenging. 


By Esther M. Harris 

Art Director 

Doyle, Kitchen & McCormick Inc. 
New York 


Recently I was asked to give a 
talk to a group of students on the 
problems of an art director in an 
industrial advertising agency. At 
first I was at a loss. Offhand I 
couldn’t think of any, but after giv- 
ing it some more thought, I came to 
the conclusion that many of the 
day-to-day occurrences that most 
art directors take as a matter of 
course would certainly be problems 
to the uninitiated. Assuming the 
art end of art direction had been 
well covered in their classes, what 
these kids needed to know more 
about was the direction part. 

According to my Webster’s New 
Handy Pocket Dictionary (no AD 
should be without one), “Direction” 
is defined as “guidance, manage- 
ment; course of motion.” Well, it 
was a start, but having delved this 
far into semantics, I decided to 
break down the word further and 
devised my own “put-them-all-to- 
gether-t he y-spell-Mother” defini- 
tion. A discussion of these nine 
points sums up my advice to these 
prospective art directors. 


ECISION: The act 
of making up 
one's mind. 
“He who hesitates is ... not a 


very good art director” — to coin 
a phrase. Inability to make a deci- 


sion has handicapped many an 
otherwise competent business man. 
Until someone invents an electronic 
brain to grade the merits of creative 
effort (heaven forbid!), the art 
director is going to have to make 
decisions all day every day — little 
ones, big ones and run-of-the-mill 
type. The best advice for the begin- 
ner is take advice. When in doubt, 
discuss the problem with people 
whose opinions you value, then act 
upon the conclusions you come to 
on your own. 

Don’t be afraid of being wrong. If 
you are wrong, then you have 
learned something and you won't 
make that mistake again. If you are 
right, you won’t hesitate the next 
time. Just try to keep the “right” 
column as far ahead of the “wrong” 
column as_ possible, and never, 
never pass the buck. Be candid 
about it, let the chips fall where 
they may, and in the long run you 
will be respected more than if you 
tried to bluff your way through a 
situation. And, if you stick to this 
way of working, you will find your- 
self asking fewer and fewer ques- 
tions of others and standing more 
and more firmly on your own feet. 


NTUITION: The im- 

mediate knowing or 
learning of something 
without the conscious 
use of reasoning. 


There are some phases of art 
direction that can only be done by 


the well-known “seat-of-the-pants” 
method. Running an art depart- 
ment, for instance — how to hire a 
competent staff, how much to pay 
them, when to recommend salary 
increases, when to ask management 
for more help — all these are such 
individual, personal matters, that all 
you can do is play each one by ear 
and rely on your own good judg- 
ment. 

Just one word of warning, how- 
ever: it’s a temptation to overload 
your department with expensive 
help — makes your own job easier, 
of course, but beware of the day 
when it dawns on management that 
the art department is costing too 
much money. It may just happen to 
be your salary that makes the dif- 
ference between profit and loss! 

Buying outside art is another 
place where intuition plays an im- 
portant role. Until you’ve worked 
for a while with an artist or studio, 
you're taking a chance on what 
you're going to get for your money, 
samples and sales talk notwithstand- 
ing. I am usually more nervous 
than the artist until I see the first 
job that he’s done for me. Will the 
quality be up to my expectations? 
Will he deliver on time? Could I 
have gotten it cheaper and/or bet- 
ter someplace else? There’s no rule 
of thumb for any of this — some- 
how you just learn. 


EALISM: A tend- 

ency to face 
facts and be practical 
rather than imaginary 
or visionary. 


Let’s face it, we're all in this 
business (or any business) to make 
money. We apply our artistic talents 
to help sell the client’s product so 
he’ll make money. We apply our 
good business judgment to help the 
agency make money so that we'll 
make money. It’s the latter, good 
business judgment, that may come 
hard to the too arty art director. 

Particularly in an_ industrial 
agency such as ours, the margin of 
profit is small. It takes roughly the 
same amount of creative effort, 
paper work and bookkeeping to 
create, produce, place and bill an 
ad to run in a few business maga- 
zines where the space costs total a 
couple of thousand dollars, as to 
produce a consumer ad for national 
publications where the space runs 
into the hundreds of thousands of 
dollars. 

Therefore a careful watch on art 
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do you work on a 
drawing board, 
too? 


then you'll know 
what I'm talking 


Perma-lop 


licks the most annoying 
inconvenience we've all 
put up with for years 


No matter what you've ever used as a work- 
ing surface on your drawing board, within 
a day or two it's a mess. Illustration, mat 
or any other kind of cardboard soon begins 
to peel, chip, blister, buckle or get so 
soiled you've just got to replace it regu- 
larly. 


One day | accidentally discovered a unique 
material that would stand up indefinitely to 
the worst abuse | could give it. No amount 
of razor-blade cuts would ruin the surface 
because this material “heals” itself. You 
can wash it with soap and water, it won't 
peel, buckle or blister. Water colors, even 
india inks, wash right off, Masking or cello- 
phane tapes lift right off as if it were glass. 
It's even tougher than shoe leather and as 
resilient as rubber. 


When | spread the good news about this 
material (which I've named PERMA-TOP) 
in the “How | Solved It’ column of this 
magazine, | was flooded with mail asking 
where this stuff could be bought. Being an 
industrial product, no art supply dealer or 
other retail store carried it. Eventually, sev- 
eral other practitioners of our ulcerated 
(but beloved) profession talked me into 
setting up a mail order business on it. So 
here | am selling it. 


It was pretty good advice. I'm doing a 
brisk business on PERMA-TOP by mail order 
and quite a few leading art supply stores 
now carry it. If your dealer doesn't carry it 
yet, you can order it direct. 


When you compare the cost of a sheet of 
PERMA-TOP with the cost of the dozens of 
sheets of illustration board or other ma- 
terials it will outlast, you'll realize that it's 
a bargain as well as a convenience. Once 
you use it, you'll never be satisfied with 
anything else. 


36”x48”"—$12.50 
21°x26"——$ 6.25 


24”x36"—$7.25; 
Money-back guar. 


Please send payment with order. 


LESLIE PRODUCTS CO. 
JACKSON DRIVE, WAYNESVILLE, N.C. 
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and production costs a vital factor 
in the trade field. Suppose some- 
body goofed to the tune of $150 
which can’t be billed to the client 
on an ad that cost $1000 to place. 
Well, figure it out for yourself, 
there goes the profit on the ad! 

A realistic ratio of production 
costs to space costs is a tough one 
to maintain in trade advertising. It 
requires plenty of ingenuity and 
penny pinching to make a trade ad 
look like a national ad on a trade 
budget, but it can be done. 


A good art director is a happy art 
director. He’s got to want to do 
what he’s doing more than anything 
else in the world. He must not only 
be able to take criticism, competi- 
tion, pressure and just plain hard 
work in his stride, but he’s got to 
thrive on it and learn to enjoy it. 
If you're allergic to any of these, 
go out and get yourself a nice job 
in a bank and paint pictures on 
weekends! Too many art directors 
are would-be painters or illustra- 
tors with mouths to feed, with too 
little time to spend and possibly too 
little talent to draw upon to achieve 
success at what they really want to 
do. 

Furthermore, I don’t think one 
necessarily has to be a terrific artist 
to be a good art director. A good 
thick skin, a sense of humor, an 
instinct for diplomacy and hard- 
headed business know-how are a 
lot more important for my money. 
It goes without saying that an art 
director has to have a good design 
sense plus a basic knowledge and 
appreciation of art or he wouln’t 
have been hired in the first place. 
But if he does his job well, lives 
with it and grows with it, he won't 
have time to sit around drawing 
pictures! 


Learn all you can about the prod- 
uct you're advertising. I’m sure this 
is more or less essential in any field, 
but it is of the utmost importance 
in industrial advertising. We’re not 
talking to the casual smoker, drink- 
er or eater of breakfast food. We’re 
trying to reach an engineer or pur- 
chasing agent whose very job may 
depend upon his correct appraisal 
of our product. Chances are he 


knows more about it than we do. It 
therefore behooves us to talk about 
the product — how it is made and 
what it does —to the client, account 
executive and copywriter. Don’t be 
afraid to ask questions. People will 
be flattered by your interest, and 
as a rule only too glad to draw up- 
on their knowledge. 

You may feel that some indus- 
trial subjects are dull, especially if 
you don’t happen to be mechanical- 
ly inclined. Well, they’re not dull 
—at least I haven’t found them so. 
The inside of a steel mill is one of 
the most exciting places in the 
world. A cabling machine where in- 
numerable wires, tapes and insula- 
tion materials are twisted and 
woven together is a beautiful piece 
of design. Believe me, you will be 
a better art director if you develop 
your curiosity about these things. 
After all, the purpose of the ad- 
vertisement you design is to sell the 
client’s product — not to prove that 
you got an “A” in art school! 


m3 


ot the 
4y or do 
nding. 

In your career as art director, you 
will constantly come in contact with 
people — account executives, 
clients, and others, who unfortu- 
nately, don’t know the first thing 
about art, layout or production. 
Believe it or not, it is your job to 
convince them that you know what 
you're doing! Sometimes this is not 
easy, but blowing your top at them 
is the number one way not to win 
friends and influence these people. 
You’ve got to make them like you, 
respect your ability and have con- 
fidence in you, or you're dead. 

One way of doing this is to give 
in to them on the little things. It’s 
amazing what it'll do to a client’s 
ego to say to him, “Say, I believe 
you're right — excellent suggestion 
— should have thought of it my- 
self.” If you do this often enough, 
particularly in cases where it really 
doesn’t make much difference one 
way or another, the day will come 
when they'll listen to you when 
you say, “This time I’m afraid I 
can’t agree. I feel very strongly, 
etc., etc.” 


Learn as much about the other 
departments in the agency as pos- 
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HIGH QUALITY 


VS. 


RHO y..you come out on top both ways 
_ with EAGLE-A TROJAN BOND 


Specify Eagle-A Trojan Bond to win new heights of excel- 
lence in your printing. With this great group of 25% 
cotton fiber bond papers you get extra quality without 















Coser paying a premium price. Ideal for letterpress, lithography, 
game die stamping, raised printing . . . for business stationery 
eae , with matching envelopes, direct mail . . . for every job 
Sener that calls for fine appearance and good printing. For a 
eet an ae a | sample portfolio, write Dept. AT. 
q TROJAN BOND COCKLE FINISH * TROJAN BOND OPAQUE 
\\ AA PAPERS TROJAN LAID * TROJAN BOND SMOOTH VELLUM 
\ Oe ae a LEA American Writing Paper Corporation, Holyoke, Mass. 
f OL ated RS | Makers of Eagle-A Coupon Bond and Other Fine Eagle-A Papers 
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sible. They have their problems too, 
you know. You may be the world’s 
greatest art director potentially, but 
your genius will never see the light 
of the printed page without the ef- 
forts of a great many other people 
who are also doing the type of work 
they’re best suited for. 

Don’t be an intellectual snob 
about your creative status. Never 
forget that if it weren’t for the non- 
creative people in billing and book- 
keeping, there wouldn’t be any 
money in the till to pay your salary. 

Obviously a fundamental knowl- 
edge of media, account manage- 
ment and, of course, copy and pro- 
duction will help you do a better 
job. And, without appearing to be 
too nosey, it’s always a good idea 
to show an interest in the financial 
status of your firm. Very often 
mysterious flaws in what should be 
a smooth flowing operation can be 
traced to a general lack of under- 
standing of the over-all picture. 


RGANIZATION: 

Any unified, con- 
solidated group of ele- 
ments; systematized 
whole. 


Six artists, no waiting. Hurry up 
with that layout, I’m double parked. 
Cute little mottos taped on every 
art department wall often display 
more truth than poetry. The whys 
and wherefores of the so-called 
“rat-race” are usually beyond our 
control. Our job is to cope with 
them, not waste time griping about 
them. A good, sound traffic system 
within the art department is essen- 
tial to avoid complete chaos when 
the pressure is on. Distasteful as 
they may be to creative people, 
complete records must be kept of 
every job on its way in and out of 
the department. 

In many agencies, everyone in the 
art department works on more than 
one account. This may mean some 
fancy juggling of time schedules if 
a crisis arises on a couple of ac- 
counts at once. And there is ob- 
viously no time allotted in a tight 
schedule for temperament. If you 
don’t feel sufficiently “inspired” to 
do that emergency layout today, 
you'd better do it just the same. 
It'll never make the art directors’ 
show anyway if you miss the clos- 
ing date. 

A workable art filing system is 
also an absolute necessity. As this 
traditional headache usually lands 
in the art director’s bailiwick, a 
little research on various methods 
used in other agencies undoubtedly 
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will prove helpful. Incidentally, our 
system (See AR April, 1960) uti- 
lizing the Polaroid camera has been 
very successful. 


OVELTY: Some- 

thing new, fresh 
or unusual; change; in- 
novation. 


In the rush of a busy season the 
old, familiar methods may seem 
the safest and quickest, but watch 
out for that old, familiar rut! Sup- 
pose for instance, some AE says, 
“Of course you’ve seen that cam- 
paign so-and-so has been running 
— well, we'd like something like 
that only perhaps a little more con- 
servative, etc., etc.” Isn’t it pretty 
embarrassing to have him lose you 
on the first turn because you’ve 
been too darned busy to notice 
what the competition is doing? 

New techniques in art, printing 
and production also have a habit of 
sneaking up on one whose nose is 
too close to the grindstone. So, read 
as many of the advertising publica- 
tions as you possibly can. Get ac- 
quainted with your’ engravers, 
printers and typographers even if 
you don’t place these services your- 
self. 

Discuss your problems with your 
production manager (and listen to 
his). After all, some may think him 
the low man on the totem pole, 
while in reality he is among the 
most important. A great many head- 
aches and costly mistakes can be 
avoided by a close rapport between 
art and production. 44 


Sickles Photo-Reporting 
Services Are Described 


A packet of promotional material 
describing the activities of Sickles 
Photo-Reporting Services is avail- 
able from the Maplewood, N.J., firm. 

Sickles maintains a network of 
over 1,000 photographers and re- 
porters available for assignments on 
location from coast to coast, here 
and abroad. 

Many of the assignments handled 
by Sickles are for advertisers seek- 
ing case histories and pictures of 
products in use in various locations 
and under varying’ conditions. 
Others are human interest stories 
and pictures relating to dealers, 
contractors, retailers and consumers. 

The packet contains case his- 
tories, reprints, and details of the 
services. 

- » for more details circle 1025, page 139. 





Cc rattint 


...Has a better way 


_ to visualize it 


New! For Design on Films 


Craftint’s new plastic Un-Art-Co paint 
solves a tough one for package designers 
and animators — anyone who has to de- 
design on films such as cellophane, cellu- 
lose-acetate or vinyl. Now with Un-Art-Co 
you can crumple, fold and crease, but 
you can’t get the color off. Comes as a 
colorless base with a choice of 13 inter- 
mixable colorants for complete color free- 
dom. Brushes clean up with water, yet 
the painted surface dries waterproof in 
minutes, to a velvet matte finish. 


Craftint Films for Faster, 
More Accurate Layouts and 
Comprehensives 


We asked Federman, Adams and Colopy 
of Cleveland to prepare the layout in the 
color shot on the adjacent page to show 
how Craft-Color and Craf-Tone can be 
combined to produce exciting effects. 
They also used Craf-Type for headings 
and Copy-Block, the ready-made indi- 
cated body copy, to enhance the finished 
effect. This polish enables clients and 
graphic arts people to reach understand- 
ing on the piece before the job is run, an 
exclusive advantage that’s appreciated 
by the studio, the client and the sup- 
pliers. Federman, Adams and Colopy also 
does finished art in Craft-Color and the 
other Craftint film materials; as you can 
see, although this is not a direct separa- 
tion, the clear, non-glare Craftint mate- 
rials reproduce very well. 


Craftint Pads....All Kinds, 
All Sizes 


Knowing your requirements is one of our 
fetishes. That’s why Craftint makes 
so many kinds of paper into so many 
kinds and sizes of pads. We make ’em 
“padded” for easy tear-out and spiral 
bound for flat-opening sketch books. In 
newsprint for chalk talks, and in water 
color paper; layout paper, tracing paper, 
sketch paper... just say ‘‘Craftint.”’ 


THE 


Cc rattint 


MANUFACTURING COMPANY 
18501 Euclid Avenue + Cleveland 12, Ohio 





® 
Cra tint SELF-ADHESIVE COLOR-TONE-AND-TYPE films team up to give 


you faster, more accurate visualization. Make all your time creative: no more waiting for sample type, stat 


reverses, hand-lettering or drying. Most important: layouts done this way look just like the finished piece; 
get agreement all around the graphic arts table before the job is run. For your next comprehensive, ask your 


art materials dealer to gather the Craftint adhesive films you need from his stock of 300 Craf-Tones, 35 
Craft-Colors and 100-plus Craf-Type faces. 


® 
Cc ratt 1 nt MANUFACTURING COMPANY - CLEVELAND 12, OHIO 





How to Make the Most of 
Color Prints and Transparencies 


By Dolph Franklin 


You can solve many merchandis- 
ing problems by means of color 
prints and transparencies. How? 
Through the use of visual equip- 
ment, display material or by tieing- 
in with other marketing efforts. 

First, you must realize that color 
prints and transparencies have but 
two purposes: exhibition or as an 
intermediate for reproduction. The 
ramifications are infinite and cover 
the whole spectrum of merchandis- 
ing. There is no universal repro- 
duction medium for proucts. Each 
product fits an end use. 

Probably the best way to reflect 
the infinite varieties of merchandis- 
ing in this field is to present a num- 
ber of diversified case histories — 
they can be adapted or actually 
adopted to solve your problems: 


e Jones & Laughlin gets giant size 
color prints and hangs them in its 
Gateway House building in Pitts- 
burgh. They are used for office de- 
cor and for displays at the Pitts- 
burgh International Airport. To co- 
ordinate merchandising efforts, the 
same prints are used as postcards 
and on calendars. This highlights 
an important point: marketing, 
merchandising and exhibition can be 
closely linked via color prints or 
transparencies 


e The Jim Walter Corp. is the 
largest builder of shell houses in 
the world: color prints in all media 
and point-of-display help merchan- 
dise its homes 


e DuPont discovered the great im- 
portance of color fidelity during its 
program of Sweaterland-of-Orlon. 
Color prints were used at point-of- 
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There are many unusual uses for color photography 
and this article may suggest a few more of them that 
you can use in getting greater impact in your promotion. 


sales in department stores and in 
full-color ads; in both, fabric fidelity 
was essential. Women actually 
brought tear sheets of ads_ into 
stores to make sure they were get- 
ting the exact fashion color. Never 
underestimate color fidelity in your 
merchandising! 


° The American Telephone and 
Telegraph Co., in its efforts to mer- 
chandise a wide choice of colored 
telephones, employs a large quan- 
tity of color photographs in its an- 
nual reports. You might want to 
adopt their economy technique: 
Dye transfer prints are made from 
the color transparencies before 
engravings are made. Dye transfers 
cut the cost of engravings by as 


Merchandising with Color 
departments, tickles the 


much as 25° because some retouch- 
ing can be done at the print stage 
rather than by the engraver. In 
addition, engravers’ surcharges for 
transparency reproduction are elim- 
inated. Also, color-correcting re- 
touching was done on the prints by 
artists. This not only obviates the 
more expensive engravers’ color 
correcting but gives firmer control 
over the illustrations. 


> Eastman Kodak Co. and Color 
Corp. of America make the follow- 
ing suggestions for graphic arts 
people who are trying to choose 
among many transparencies for re- 
production: 


Consider Viewing: The apparent 


7 e 


Large color prints, mounted above the appropriate 
taste through the eye at Colonial Store Supermarkets. 





IDENTICAL 


for faithful reproduction 


COLOR. 


PHOTOGRAPHY 


/COLLOTYPE* 


ALIKE WITH ONE BIG EXCEPTION ...THE COST! 


* Collotype Printing and photography offer the 
only two methods of reproducing art work, photo- 
graphs, drawings, and paintings with no screen dot 
of any description to interfere with original fidelity. 
Alike and yet very different . . . Collotype Printing 
is not only more economical but actually exceeds 
bromide quality when used to reproduce photo- 


Get the facts on Black Box Collotype 
Printing...learn how it can provide 
the quality you want within your print- 
ing budget. Write for descriptive litera- 
ture, samples and name of the represent- 
ative in your area, 


SEE US IN BOOTH 503 DURING THE 
POPAI SYMPOSIUM AND EXHIBIT AT 
McCORMICK PLACE, CHICAGO, ILLINOIS, 
NOVEMBER 7-8-9, 1961 


graphic enlargements or blow-ups. Collotype should 
be considered when the required printing job fea- 
tures large areas of picture value and the printing 
run ranges from 100 to 6000. Collotype is especially 
adaptable for large size printing jobs on sheets up 
to 44” x 64”. 


ELE LD 


BLACK BOX 
COLLOTYPE STUDIOS, INC. 


PHOTO-GELATIN PRINTERS 


4840 W. BELMONT AVE., CHICAGO 41, ILL. 
Telephone: AVenue 3-0262 


SALES REPRESENTATIVES IN ALL MAJOR CITIES 
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SIMPLIFY, SPEEDUP 
ART PRODUCTION 


with the NEW Mode! 1000 


ART-O-GRAPH 


World's most popular art projector. Reduces 
er enlarges copy or objects 5 times (7 times 
with auxiliary lens). Buhl F:4.5 precision, 4- 
element lens. Quick, easy focusing. Adjustable 
track length for ceilings low as 6 ft. 8 inches. 
Fits over any drawing table . . . takes no floor 
space. All-steel lifetime construction. Gold 
Hammertone finish. Pays for itself in months. 
Thousands in use. 


See your art supply dealer or send 
for 6-page folder showing mony uses 


ART-O-GRAPH, INC. 
4837 Emerson Ave. S., Minneapolis 9, Minn. 


DRY TRANSFER LETTERING 


Instant Lettering brings you the finest, | 


most meticulous lettering in the world 
instantly—by instantaneous dry transfer 
from type sheet to any smooth surface. 
Just press and it’s there. 


No trace of adhesive to sully artwork. 


Needs no equipment. Perfect on wood, 
paper, card, glass, metal, film .. . in 
fact any smooth surface. The right 
answer to the need for highest quality 
lettering for display panels, roughs, signs, 
labels, graphs, charts, TV cells. 


10" x 15" SHEET ONLY $1.50 


dD, 
Oe: ; 


How it works: 
rub on letter with pencil .. . lift away sheet 


Send for sample and complete type chart 


RG tL et 
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Decoration with Color . . 
transparency, illuminated from the 
rear, is a highlight of an exhibit on 


images in oil at Cities Service. 


colors in a transparency — like the 
colors of all objects — depend upon 
the light by which they are viewed. 
Examined by daylight, the picture 
will be “cooled” by daylight’s blue- 
ness; and if by tungsten light, it 
will be “warmed.” Even the time of 
day will alter the effect in still other 
ways. Therefore, if you are con- 
cerned with the reproduction of a 
transparency, use a standard (or in 
any case, the same) _ illuminant. 
Thus all will be viewing the same 
picture and all will be talking about 
the same thing. To evaluate a pic- 
ture properly, view it properly. 


Consider Density: Two factors af- 
fect the apparent lightness. or 
darkness of a color transparency. 
First, subject matter. White objects 
in the scene will be light in the 
picture; dark ones, dark. The ex- 
posure given the film is the second 
factor, the density or over-all ap- 
pearance being lower or lighter with 
an increase in exposure, and heavier 
or darker with a decrease from 
normal. The photographer may take 
advantage of these characteristics 
to create special effects of “high” or 
“low” key. Generally speaking, the 
“low” key one will be color mixed 
with black, the “high” color mixed 
with white. 


Consider Color: As mentioned, 
color in transparencies is affected 


Color to Show 
Photo transparencies 
show Illinois Bell 
stockholders some of 
its new color phones. 


by the viewing light. It is also af- 
fected by the taking light, by light 
direction in the taking of the pic- 
ture, and by many other factors. 
The best transparency is one in 
which the colors of objects are the 
ones desired. It is not a wise course 
to ask the photomechanical shop to 
“lighten the red here, darken the 
blue here, and perhaps, to green 
the greens there.” All things are 
possible, but such alteration is cost- 
ly, and the result can be falsely 
non-photographic. If the color in the 
picture is undesirable, do it over! 


Consider Sharpness: There are 
pictures made purposely soft by 
means of special lenses, sometimes 
out-of-focus for a desired effect, 
or blurred to suggest speed or mo- 
tion. This lack of sharpness is what 
was wanted. Other pictures, how- 
ever, use photography’s unique 
genius for crisp detail and depth. 
If the latter is the necessity at hand, 
the picture must be sharp in the 
first place, for there are no photo- 
mechanical “sharpeners” in repro- 
duction shops. A reduction in size 
is sometimes an aid to the slightly 
fuzzy picture, but no reproduction 
can be really sharp unless the copy 
is sharp. 


Your color picture is not enough 
— it needs the help of movement, 
light, sound or any other tool to 
grab the mind of the wayward con- 
sumer. Here is where your contacts 
with creative display houses can 
pay off. 


Color photography is the seven- 
league boot of merchandising with 
color transparencies and prints. 
Put the magic of the creative cam- 


era to work for you. 


A series of photographs on a page 
or spread can be reprcduced most 
economically by making them all 
to the same size scale. Colors of 
this same series will harmonize 
best when made that way. 





Consider Retouching: Use _ the 
very best retouching — or no re- 
touching at all! However, this 
utopia is not always possible be- 
cause of factors beyond the photog- 
rapher’s control. Handwork on the 
transparency itself can be performed 
using dyes and bleaches. Those spe- 
cializing in such services have be- 
come highly skilled in retaining 
photographic quality. Some altera- 
tion can also be effected in the 
plate-making process, and remark- 
able changes from copy are every- 
day occurrences in many shops. But 
color correction is expensive, and 
— again — a new picture may be 
your best course. 


Consider Use: Every four-color 
printing process has a common re- 
quirement: for good reproduction, 
good copy is a starting necessity. 
And good copy is the result of skill, 
knowledge, and experience. You 
can help yourself considerably by 
discussing end-use with your pho- 
tographer. Remember, large repro- 
ductions are best made from large 
copy. 


@ Oil companies are achieving ever- 
increasing success in the use of pic- 
tures to bring the story of oil to 
the public. One major company, 
Cities Service Oil Co., has even re- 
ceived a highly coveted opportunity 
to exhibit its photographs in a pub- 
lic museum. 


e Food markets also use giant size 
color prints to help merchandise 
food and meats. 


> Photo-libraries are becoming in- 
creasingly important in this field. 
Tne Cities Service photographic 
library, for example, has built up a 
collection of more than 20,000 black- 
and-white photographs and some 
7,000 in color. These photographs 
deal with almost every job of the 
oil industry, in exploring, drilling, 
producing, transporting, refining, 
and marketing. Your association or 
company might consider initiating 
this library-approach to merchan- 
dising. 

Jack J. Meyers of CCA, New 
York, advises: “Have confidence in 
the advice given to you by repre- 
sentatives of companies whose en- 
tire existence rests upon satisfying 
your needs in this field. A good rule 
to remember and follow: there is 
no universal camera or color film 
to do all jobs equally well, there is 
no one color reproduction process 
that fulfills all the requirements of 
best quality, biggest size, largest 
quantity, shortest delivery time and 
lowest price.” 44 


for MEDIUM and SMALL 
AD AGENCIES! 


a COMPLETE 


OPERATIONAL SYSTEM 


@ACCOUNTING @TRAFFIC 
©PRODUCTION @FILING 


. everything co-ordinated from start to finish 
regardless of account size and billing. Complete 
operational control that will provide a solid foun- 
dation for future growth. Takes the work load of 
one to 100 account executives. Will definitely 
increase your profit. 


Developed by our own agency experience of 14 
years. Write for details. No obligation, of course. 


end > vertising agency 


a 

(4 
, Vesti TRIANGLE BUILDING e NORFOLK, VIRGINIA 
= 


that provides ALL OF THE TOOLS for effective 
layouts from idea to completed paste up. 


$ oo to cover mailing 

=== cost brings you eS 
— The Complete Current Issue 
This issue is yours to use and keep, with no 
strings attached — our way of saying ‘“‘try it 
and benefit’. No obligation. No salesman. 
Due to its expense, this opportunity must 
be limited to these who have not received Fim 
@ free issue in the last six months. ae 
Attach one dollar to letterhead and mail today to Ss 


ALNUT STREET - PEORIA, ITT 


ART i asie S~S> Here is the one art and layout service 


New quality in your 

Ektacolor prints. See the 

difference created by automatic 
dodging using LogEtronic” equipment. 


Write for brochure and price list 


QUALITY COLOR PRINT SERVICE 
911 G Street, N.W., Washington 1, D.C. EX. 3-6961 
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= BIG TRIAL KIT Ts 


CLIPART & 


Bargain introductory offer 

wens Clip Book” art saves g 
you time and money. Top ge 
quality ready-to-use art for ads, 

printing, publications, direct ee 
mail, etc. Offset, letter- 

press, silk screen e 
Many art proofs from “Art 

Director's Clip Kit” and 

“Clip Book of Line Art 

enough for dozens of paste-ups. 

Satisfaction guaranteed—no 

obligation—no strings. 

Merely attach $1.00 to your 

letterhead. (Only one to a 

customer—and new 

customers only 


Harry Volk Jr. Studio 


Pleasantville 1, New Jersey 


BE 
Se PROJECTION ART _—s 
Ready-to-use art on translucent stock for w 

Bu projectuals. A specialized service for visual = 
= communications. Write above address for mt 


samples, prices 





GLOSSY PHOTOS 


AS LOW AS 


¢ EACH 


@ | DAY SERVICE 
@ POSTAGE PAID 
@ TOP QUALITY 
@ SATISFACTION GUARANTEED 


PRICE LIST 


1000 $70.00 
500 40.00 
100 10.00 

50 6.50 
25 4.00 


COPY NEGATIVE $1.50 
FREE SAMPLES 


Sy ee eee 


P.O.BOX 686 DEPT. 5 
OMAHA 1, NEBRASKA 


SEND FOR 
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| High Speed Processor 
Introduced by Fotorite 


Publications are receiving news 
photos of the various, and varied, 
activities at Cape Canaveral quickly 
these days due to the use of a 
process developed by a Chicago 
manufacturer. 

Fotorite Inc., 6422 N. Western 
Av., Chicago 45, has announced that 
its rapid print process, using “a 
special rapid photo print processor, 
print papers and chemicals” was 
installed for the first time and used 
when the first American was sent 
into space. According to the an- 
nouncement, it was installed in the 
photographic darkroom set up to 
serve all news agencies covering 
the event. 

The process is described as de- 
livering “a finished, high-quality 
photographic print, fully developed, 
permanently fixed and almost com- 
pletely dry in 15 seconds—ready for 
regular photo 
ment.” 

Enlargements may be made up 
to 11x14” from any size negative, 
Fotorite stated, adding that contact 
printing from any size negative up 
to 11x14” may be achieved with the 
same speed in ordinary room light 
using special emulsion Fotorite 
paper. 

The processors, paper and chemi- 
cals have been marketed nationlly 
since the middle of May. Announced 
price for the processor is $159.50. 44 


engraving equip- 


B&H Will Distribute 
Du Pont Color Film 


A new Du Pont color film for the 
home movie and amateur film mar- 
ket will be distributed by Bell & 
Howell Co., it has been announced 
in a joint statement by the two 
companies. 

Products will include 8 and 16mm 
movie film and 35mm slide film 
which will be sold as Du-Pont-Bell 
& Howell Film. Bell & Howell will 
be responsible for all merchandis- 
ing, including package design, dis- 
tributon, advertisng and promoton. 

Du Pont said the film is based 
on a color former system which 
produces results of excellent qual- 
ity. 44 


Bartlett Transparency 


iluminator Introduced 


An illuminator which can hold 
any transparency or combination of 


transparencies from 35mm slides to 
8x10” has been placed on the mar- 
ket by Bartlett Research Inc., 20 
Bartlett Av., Detroit 3. 

The flexibility of the Bartlett 
Transparency Illuminator Model 120 
is made possible by a series of 11 


movable channels on the face of the 
product which can be arranged to 
hold any size or combination of 
transparencies. The channels elimi- 
nate the need for clipping devices 
or the use of tape which wastes 
viewing areas. 

Viewing area is 24x24” with a 
depth of 744”. The lamp used is 
“a readily available commercial 
lamp.” The single lamp feature gives 
the model “two more distinct ad- 
vantages,” Bartlett claims. “It is an 
unusually cool operating unit and 
it is exceptionally economical.” 44 


Close Work Lamp 
Is Incandescent 


What is described as the “first, 
really new innovation in 20 years in 
lighting industry history” turns out 
to be an incandescent 10” high lamp 
resting on a base “only slightly 
larger” than a pack of cigarets. 

The quotes come from the Ten- 
sor Electric Development Co., 1873 
Eastern Parkway, Brooklyn 33, 
marketing agents for the new lamp. 

It is designed to replace the fluo- 
rescent desk lamp because of its 
space-saving features. It is expected 
to find use among people doing 
“really close work.” 

The Tensor precision work lamp 
model 5900 has a miniature reflector 
with a diameter of 244”. It is cork- 
insulated for heat control. A five- 
position switch is provided so that 
the lamp may be used at different 
intensities. An additional feature is 
an electrical outlet which can be 
used for meters, small electrical 
tools, appliances, and other appa- 
ratus. The outlet can be used when 
the lamp is on or off. 

The Model 5900 is priced at $46.50. 

44 
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advertise (ad’vér-tis), V. t. 

to turn the attention of others to; 
announce; 

publish... 


advertising, by turning the attention of others, by announcing, by 
publishing, is bringing more things to more people at lower cost. 
so is lithography! 

Through modern mass communications and distribution, the 
United States has become the most prosperous nation in the his- 
tory of the world. 

and lithography is playing a major part in this! 

The Amalgamated Lithographers of America is proud to be 
advertising’s partner in this great venture. 

In its 80-year history this forward-looking union of fine 
craftsmen has concentrated on bringing lithography to its present 
superior degree of development, both technological and artistic. 

A dynamic force for lithographic industry progress, the ALA 
has fostered technological development so that color, the great 
motivater, can work for marketing people at little more cost than 
black and white ...on any number of materials: paper, cloth, 
metal, of nearly any coating, texture or color. 

Lithography’s superb reproduction has greatly widened the 
spectrum of what can be done graphically while its scientific 
advancement has lowered production costs. 

Thus, through the ALA’s programs for progress, all levels 
of marketing, from advertising through point-of-sale materials to 
packaging, can use more color, can move more merchandise more 
profitably. 

That’s why lithography is the fastest growing method of 
graphic arts reproduction. 


Ch 





a union advertises... 


The Amalgamated Lithographers of America in its active part- 
nership with marketing people realizes that its product, too, must 
be promoted. To this end the ALA recognizes that to advertise 
is to invest in its own future. 

The ALA knows and has proved that a good craftsman is 
good economy. 

The ALA believes that it is simple enlightened self interest 
to bring these facts to the attention of all who are concerned with 
putting ink on paper, cloth or metal. 

The ALA promotes lithography to assure greater industry 
growth, a still higher level of technological development and more 
job opportunities for its members. 

The ALA’s promotional programs represent its assurance 
of the enormous continued growth of the lithographic industry. 

Because of this philosophy our members enjoy a 35-hour 
week, three weeks paid vacation, paid holidays and all-encompass- 
ing welfare and pension programs. Our contract is the finest in 
all the history of organized labor. 

The buyer of lithography from an ALA plant does not pay 
for obsolete processes. This has meant better production, quicker 
delivery, lower costs. 

The ALA has made lithography your best graphic arts buy. 


Specify lithography. 


See for yourself. 


AMALGAMATED LITHOGRAPHERS OF AMERICA 
Local 1, Edward Swayduck, President, 113 University Place, New York 3, New York 


Craftsmanship and Fraternity Sinee 1882 


Design: Robert Hallock « Lithography: Queens Lithographing Corporation, Long isiand City, N. Y., by members of the ALA, Local 1 <i 





Which Packages Succeed 


in Shopping Centers? 


A variety store merchandising expert 
gives some of the things buyers look for 


in packages for self-service stores. 


By N. L. Jones 

Merchandise Division Coordinator 
S. H. Kress & Co. 

New York 


Since the opening of the first 
variety store, before the turn of the 
century, the packaging of merchan- 
dise was important. Variety stores 
were founded on the principle of 
self-selection. Many years before 
self-service came into being, the 
variety stores were giving the cus- 
tomer the opportunity to see and 
feel the merchandise—in a sense, let 
the customers sell themselves. 

This is now true in its fullest 
sense, as more than 42% of Variety 
Stores (there are more than 23,000 
variety stores in operation in the 
United States) are completely self- 

: selection and most of the remainder 
Heve Product Story operate with an increasing degree 
of area wrap and other self-selec- 
tion devices. All of this, of course, 
points up the need for packaging 
that helps and encourages the cus- 
tomer to serve herself. 

Generally speaking, the same 
packages that are successful in va- 
riety stores, a majority of which are 
in shopping centers, are also suc- 
cessful in downtown stores. How- 
ever, shopping center stores tend to 
do better with multiple item put-ups 
and larger family sizes. 


Family Resemblance 


Appropriate to Product 


> Of course, the purpose of all pack- 
aging is to produce sales and profits, 
without which no one can succeed. 
There are some other factors, of 


This article is adapted from a speech 
made before the 30th Natl. Packaging Ex- 
position, sponsored by the American Man- 


No Waste Space or Material Up-Grade Product agement Assn. 


Packaging & Labeling * 75 





course, and I'd like to detail them 
from the point of view of what we 
in the variety store field consider 
important: 


1. Packages must tell the product 
story. If the customer can’t tell in- 
stantly what is in the package, she 
or he will not bother to investigate. 
Do not clutter up the package with 
inconsequential printed matter. Store 
buyers are in a position to guide the 
manufacturers in the best size and 
shape of the package for self-selec- 
tion displays, the information to be 
contained on the package, and where 
the information and price should be 
placed. 


2. A package must show use of item, 
how to care, type of fabric-count 
and washing instructions. 


3. Ask yourself in selecting your 
package, do colors characterize your 
product, give it individuality? Is the 
package in keeping with the item 
. . . dainty for baby items, for ex- 
ample? Does the package have ap- 
peal . . . does it sell itself? Remem- 
ber 85°, of our customers are wom- 
en. 


4. The package should attract at- 
tention to the item. If the customer 


} ’ 


doesn’t see the item, it isn’t going to 
be purchased. Proper packaging will 
aid the salesforce by having the 
sales message on the package ... 
often the only place the customer 
can get essential information about 
the product in today’s self-service 
store. 


5S. Sales of hard-to-display items 
can be increased if properly pack- 
aged. The package must fit the mer- 
chandise, without waste of space or 
materials. When you plan changes, 
consider the existing package. 


6. Never misrepresent in packag- 
ing. Give sufficient, accurate infor- 
mation to create interest and an- 
swer customers’ questions. 


7. Coordinated packaging programs 
should have distinct trademarks, 
carefully chosen color combinations 
selected for customer response. 


8. Packages should prevent soilage, 
yet offer customer opportunity to 
try on where desirable. Confine 
merchandise to packages intended; 
make-shift packages confuse cus- 
tomers, store personnel, and retard 
sales. 


8. Packaging should protect small 


8x10 
GLOSSY 
PRINTS 


BLE 


EACH 


merchandise from theft, loss. Prop- 
er price of items is fundamental. 
Pre-pricing of merchandise is help- 
ful in many instances. 


10. Proper packaging can assist 
“grading up-trading up” for sales 
and profit. 


> We believe that improvement in 
communications and cooperation be- 
tween the manufacturer, the adver- 
tising agency, the package designer, 
the converter and the retailer is 
most important. It is vital for the 
manufacturer to realize that he can 
consult with the various store buy- 
ers and thus avoid mistakes in 
packages before it is too late to cor- 
rect them. 44 


Self-Adhesive Material 
Offered for Packaging 


A decorative self-adhesive mate- 
rial, available in a variety of colors 
and patterns, has been introduced 
for special packaging by Fasson 
Products. 

Called “Dec-a-Tex,” the material 
resembles simulated leather or lin- 
en-prints in 33 standard colors and 
12 embossing patterns. It can be ap- 
plied by pressing into place and is 
resistant to greases, oils, creeping, 
fading, shrinkage and abrasion. 

Suggested applications include 
any situation where decorative trim 
with complete freedom from me- 
chanical fastenings is desired. Prices, 
per square yard, for a 391%” roll of 
any color and embossing pattern 
are $1.60 for 250 yards, $1.37 for 500 
yards, and $1.21 for 1,000 yards. 

Sheeting, slitting prices and addi- 
tional information are _ available 
from Fasson Products, 250 Chester 
St., Painesville, Ohio. 44 


IN LOTS OF 100 


Copy PRICE EACH 


Flexible Plastic Uses 
i ae) 4 Vas) 50 100 


Shown in Case Histories 


The second of a series of tech- 
nical case histories on fabricating 


4x5o0r5x7] $1.25 $0.151$0.11| $0.07 | $0.06 
flexible plastics for varied indus- 


Poa ot an fw | ek ate a 
trial, commercial and = scientific 
| 2.00] 30] 22] 19] 18 | uses is available from Polo Plastics 
Co. 
| 3.00] 40) 25] 22] 21 | This issue of the series, entitled 


“Ideas in Flexible Plastic Fabricat- 
Standard delivery 3-5 days on any quantity. Special Delivery ing,” is devoted to the solution of a 
available on request. Write for complete catalog and price list 


packaging problem that required a 

package design suitable for point- 

T TT of-purchase display and re-use by 
UAN T Y the consumer. 

PHOTO COMPANY Copies are available from Polo 

119 W. Hubbard St. Chicago 10, Mt Plastics Co., 1718 N. First St., Mil- 

Telephone: SU 7-8288 
waukee 12. 44 
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Ready to Buy . . . The almost invisible 
band holds the brush to the can, and 
is clearly marked ‘Free Offer.’’ 


Sometimes the best solution to a tie- 
in offer problem is the simplest one, 
as Helene Curtis found in this case. 


A six-month supply of Spray Net 
was sold to retailers in only seven 
weeks by Helene Curtis Industries 
Inc., through the use of a special 
promotion that offered a_ related 
premium with each purchase. 

The company decided to offer a 
miniature hairbrush and promote it 
as a “purse brush” free with each 
of the $1.69 or the $1.95 size cans. 


> In selecting the hair brush, the 
company faced two major problems. 

First was the problem of how to 
offer the two items as a single unit 
without incurring prohibitive pack- 
aging costs. This problem was solved 
by not using a package at all. In 
place of the package it was decided 
to band the hair brush directly to 
the aerosol spray container. 

The second problem developed 
out of the first decision. It involved 
the choice of banding material and 
a method of application which 
would give the company the band- 
ing qualities it needed for the two 
odd shaped items. Secondarily, the 
banding had to be easy to apply for 
mass production. 


- ™ lo Package 


TOMMLUMIL 


Ease and speed of application 
were especially important, since 
some 44 miles of banding material 
and 400,000 units were involved in 
the promotion. 


> Helene Curtis had had previous 
experience with Chicago Printed 
String Co. in connection with the 
Christmas gift-wrapping of Len- 
theric toiletries. They took this 
special banding problem to CPS and 
asked for suggestions. 

Chicago Printed String recom- 
mended the use of its Rapid Ribbon 
tape — a stretchable plastic band- 
ing loop that is pre-formed for ma- 
chine application. 

Rapid Ribbon also met the re- 
quirement that the material used in 
the combination promotion had to 
carry a printed message. On each 
clear plastic band was imprinted 
“Free Purse Brush” which Alvin 
Levine, Helen Curtis product man- 


Simple Operation 

A machine, actuated 
by pedal switch, 
spreads the elastic 
band, while the 
operator drops the 
can and brush in 
position. 


ager, thought would aid sales con- 
siderably. 

Mr. Levine went on to say, “The 
company stressed the premium 
brush as a part of the cosmetic 
equipment that every woman car- 
ries in her purse.” 


> The promotion came during the 
spring, which is the peak selling 
season for hair sprays. It lasted 
through May and June which meant 
the promotion helped account for 
the high distribution needed in this 
period. Secondarily, Helene Curtis 
did not offer the brush with the best 
sellers in the line (69c and $1.35), 
but only with the larger units. 

No advertising or special display 
promotions were put behind the 
premium offer yet the six-month 
supply was sold out one week be- 
fore the two-month campaign 
ended. The reason for the promo- 
tion was that the larger sizes were 
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not selling as well as the two small- 
er sizes, therefore the company 
might have lost its distribution at 
the height of the hair spray season. 
This “holding” promotion prevented 
a potential drop. 


> To aid in the brush and banding 
problem, Chicago Printed String 
offered Helene Curtis the special ap- 
plication machine that CPS had de- 
signed and built for Rapid Ribbon. 
Helene Curtis tested the foot pedal 
machine and found that even though 
it would band at the rate of one 
brush and can every three seconds 
this was not fast enough for its high 
speed production. So Helene Curtis 
engineers developed a push button 
operation for the machine which 
would meet its specific 
ments. 

The final problem to solve was to 
choose which color banding mate- 
rial should be used on the cans. 
The brushes came in pastel pink 
and blue, which caused a conflict 
with some of the possible colors of 
the band. The decision was to use 
a colorless translucent band with 
black printing, which made both 
the retailer and the consumer 
happy, according to Mr. Levine. 

The promotion had other ad- 
vantages which pleased all con- 
cerned. The set-up did not take up 
much counter or shelf space, mak- 
ing no extra work for the retailer. 

Also the stretchable bands were 
easily removable after the promo- 
tion was completed and therefore 
did not ruin the labels of any cans 
left on a dealer’s shelf. 

“The final results paid off,” ac- 
cording to Mr. Levine. “This pro- 
motion called attention to the two 
larger products in our line at the 
point of sale and our distribution 
held up very well. It was an un- 
qualified success from every stand- 
point.” 44 


require- 


Aerosol Potential Shown 
In Pharmaceutical Survey 


The first survey of pharmaceuti- 
cal procedures on the potential for 
push-button aerosol packaging in- 
dicates it may soon replace con- 
ventional methods of administering 
many types of medical products, 
according to Peerless Tube Co., 
Bloomfield, N.J 

Conducted by the Packaging In- 
stitute at the request of Peerless, 
contacted about 100 
pharmaceutical companies as well 
as the aerosol suppliers. Tabulated 


the survey 
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Better Tagging Folder . . 
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. The tag and label division of Rothchild Printing Co. has 


developed this ‘Sell It With a Tag” folder showing merchandising tags of all types. 
Samples demonstrate current trends and other folder materials include reprints, sur- 
veys, booklets on color by Faber Birren and tips on better tagging. The folder is 
available upon written request to Rothchild Printing Co., 52 E. 19 St., New York 3. 


results were based on a 23% re- 
sponse showing the majority of the 
participants felt there was a definite 
potential for Aerosol packaging in 
the following areas: 


e Aerosol medicines that could be 
inhaled in the treatment of lung 
diseases such as TB and pneumonia; 


@ Surgical dressings in aerosol form 
which could be applied pre-and 
post-operative.y, both for protection 
and to inhibit bacteria growth; 


® The application of sulfa during 
surgery with aerosols, rather than 
the present dusting; 


e A metered, or measured, valve 
aerosol which could be adjusted by 
the pharmacist according to a doc- 
tor’s prescription, so the patient can 
take, either topically or orally, the 
precise amounts of medicine his 
case requires. 

Copies of the questionnaire and 
the tabulated results can be ob- 
tained from the Packaging Institute, 
342 Madison Av., New York 17. 44 


Cushion-Packed Products 
Provided by Satin-Pak 


Contour cushion-packaging with 
a new luxury look has been intro- 
duced by Packaging Components 


Inc. with its new “Satin-Pak” ma- 
terial. 

Satin-Pak is made from extruded, 
expanded polystyrene foam with a 
sleek, luxurious look and texture. 
It can be formed in a variety of 
thicknesses to the exact contours of 
the product to be packaged, provid- 
ing extra strength. 

It is available in a variety of col- 
ors and the pure white Satin-Pak 
has been approved by the FDA 
for direct contact packaging of foods, 
drugs, candies and cosmetics. 

Complete information is available 
from Packaging Components Inc., 
171 Madison Av., New York. 44 


Blister Packaging Facts 
Available From Jackmeyer 


A guide to the use of blister 
packaging, a rapidly growing area 
of the packaging field, has been 
published by the Jackmeyer Corp., 
New York. 

The booklet, entitled “Blister 
Packaging Facts,’ discusses the 
growth and advantages of the tech- 
nique, formed packages currently 
available, a checklist of advantages 
and limitations, the importance of 
selecting the right plastic and card 
stock, a checklist for package plan- 
ning, etc. 

. for more details circle 1006, page 139. 
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The genius of Shakespeare 
was brought to life on the 
stage of the Elizabethan 
theatre. The brilliance of his 
words were enhanced by the 
color and fire of the actor’s 
performance. The stage is 
the playright’s medium . 
and paper the medium for 
the graphic arts. 
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Set the stage for your mes- 
sage with the dimensional 
color of 


PINE 
TREE 
COVER 





Designed to provide the designer and the 
graphic arts buyer with the most colorful yaa el eie 
background for their most creative efforts 


even on an inexpensive one or two color SCHROEDER 
ar PAPER CO., Inc. 


Designed to inspire and become an in- 
420 Lexington Avenue 

tegral part of your creative effect, Pine Le. ee New York 17. NY 

@ 
Tree Cover is available in five dramatic pM 
colors and is suitable to any printing 
process. The name of your distributor, 
samples and prices on request. 


sy 


This insert printed by offset lithography on Pine Tree Cover #91 Brown. Also available in 
#90 Rose; #92 Blue; #93 Green and #94 Rainbow. Special color combinations made to order. 
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. . This is how the presentation book looked at the beginning of the 


meeting. Instead of a book, it actually was an accordian fold. 


How dealers were given 

the story of a year’s program 
in a simple but 

impressive way. 


A Presentation by the Book 


By Art Gerard 

Advertising Manager 

John Bean Division 

Food Machinery and Chemical Corp. 
Lansing, Mich. 


We had a lot of material to pre- 
sent to the automotive service 
equipment representatives at our 
sales conference. Our problem was 
how to do it. 

We felt our 1961 automotive ad- 
vertising program was one of the 
best we ever had. So in order to 
give the reps the complete story, 
we threw the book at ’em. 

The Jaqua Advertising team of 
Pat Whalen, Mike Hahn, Marty 
Keeth, and Bill Lamoreaux came up 
with the idea of designing the pres- 
entation in form of a book to tell 
the story. The pages were con- 
structed of heavy cardboard meas- 
uring 4x6’. Unlike conventional 
book construction, however, they 
suggested “folding” the pages to- 
gether so that we could get added 
use from it by spreading the entire 
16-page, 64’ presentation out for a 
panorama type display. 


> The cover of the book carried 
the title “More To Be Done In ’61.” 
This was the conference slogan 
automotive equipment manager 
Harry Schaefer had been hammer- 
ing away at for three days. The 
author of our book was Johnny 
Bean, our own cheerful little auto- 
motive service character. 

Johnny appeared throughout the 
16-page book. On every page the 
Jaqua art department had him “do- 


Book in Action 

Pat Whalen, Jaqua 
Advertising, uses the 
first fold to discuss 
the space program. 


ing something” that related to the 
text of the presentation. 

In addition, sound effects were 
used. Owen Wilson, of the John 
Bean ad department, recorded music 
and effects which were released on 
cue as each page was turned to 
introduce a new chapter of the 
story. Each sound effect tied in with 
an illustration of Johnny Bean 
“nailing down more sales,” “making 
the cash register ring,” “directing 
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High-Fidelity Sound Synchronized 
with PRC Continuous Projection 


Continuous 
Cousino 
Echo-Matic 


Tape 


Model TR-1655 Offers Versatility 


It’s an amazing way to show and sell! The 
sealed Cousino Tape Repeater easily 
“snaps on” for high-fidelity musical back- 
ground or commentary that is synchronized 
with 16 radiant slides changing at 9 sec- 
ond intervals. An impulse on tape auto- 
matically changes slides to any interval 
desired. Use remote push-button control 
to change slides in pace with your own 
commentary. Amplifies to any volume—no 
distortion or hum. Simply “snap off” tape 
repeater and unit is a straight projector. 
SPECIFICATIONS: 500 hour, 750 watt pro- 
jection lamp projects full radiant image 
on large 16-inch Solarbrite screen. Mag- 
netic 6’ x 9” speaker gives clear high- 
fidelity tone at any volume. Bleached 
mahogany finish cabinet of solid plastic 
Fiberesin—won't scratch, burn or water- 
mark. PRICE COMPLETE . . $450.00 
For further information, write 


PICTURE RECORDING COMPANY 


Oconomowoc, Wisconsin LOgan 7-2604 


WE PRODUCE 
COLOR TRANS- 
PARENCIES... 


AND DUPLICATES? 
REPRO & DISPLAY 
QUALITY. ANY SIZE. 


write for RSA glossary of 
181 photographic services 


RIK SHAW ASSOCIATES, LTD. 
250 W. 57 ST., N.Y. 19, PLAZA 7-3988 


SOUND EFFECTS 

Hi-Fi and Super 
Put life into your dramatic plays, skits 
commercials, home movies. Use sound effects 
from the largest and finest library of its 
kind. Sounds of: Airplanes, Electra Prop-Jet, Boeing 
707, F-104 Starfighter, Regulus I, Missile Launching 
Carrier Sounds, Autos, Music, Trains, Animals, House- 
hold, Industry. 13 classifications — 2000 real-life 
geund effects for professional or home use. Send 25¢ 

fer complete 56-page catalog 

NEW DEMONSTRATION DISC contains 14 sound 
tracks from our library: Rocket Blast-off, Space 
Sounds, Jets Babies, Navy Mess Cal! (bugle), Police 
Car with Siren, Dogs, Weather, etc. 7” Microgroove, 
$3-1/3 RPM. Viny!, No. 7-130. Mail $1 TODAY 
fer Demonstration Disc AND complete 56-page catalog 


MP-TV SERVICES, INC. 
7O00-L Santa Monica Bivd., Hollywood 38, Calif. 
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Spread Out. . 


. The book is given a final inspection before the sales meeting. 


This is only part of it. Completely unfolded, the book measured 64’ across. 


traffic,” “ringing door bells,” etc. 

The first two inside pages were 
devoted to the space insertion pro- 
gram. Sample ads and actual covers 
from selected publications were 
mounted on the cardboard pages. 

Next we talked about direct mail. 
This spread presented all the in- 
gredients of the jobber direct mail 
program. Included were sample 
mailers, mailing list forms, mailing 
schedule, and brochure describing 
the over-all procedure to be fol- 
lowed. 

Next we displayed the contents 
of four merchandising kits and ex- 
plained how the mats, mailers, post- 
cards, filmstrips, training aids, dis- 
play banners, outdoor signs and 
radio spots would be made available 
to each purchaser of an item of 
John Bean automotive 
equipment. 

On page 8, the first single page 
presentation in the book, we showed 
the reps their new outdoor signs 
for 1961. Incidentally, including this 
page was a “last minute” necessity. 
When the sign company informed 
us (two days before our scheduled 
appearance on the conference pro- 
gram) that we could not have sam- 
ples of the four new signs, we went 
to work on this page. 

We were able to present all four 
signs in the space of one by mount- 
ing full-size art with a separate flap 
on the bottom of each. The upper 
half of each sign utilized the same 
layout. The four different service 
identifications were reversed out of 
the lower red panels. A small piece 
of tape on the top of each flap kept 
it in place until we were ready to 
hinge it down to uncover the next. 

There were also three new ban- 


service 


ners. Each measured 24x60’, a 
little too large to mount on the 
book pages. This didn’t prove to be 
a problem because it was an excel- 
lent spot to bring in the girls. Three 
attractive secretaries marched the 
banners into the conference room 
to the tune of a lively arrangement 
of “When The Saints Come March- 
ing In.” 

Four pages were then devoted to 
a wide variety of sales literature. 
One complete page was given to 
three special catalogs. We empha- 
sized the intended use of these val- 
uable sales tools and reviewed the 
information each contained. Page 10 
and 11 was a spread of all product 
line catalogs. Samples of technical 
literature, manuals, training aids, 
wall charts, and similar material 
were mounted for display on page 
12. 

Page 13 covered the John Bean 
factory-to-field communications 
program — bulletins, special letters, 
service releases, article reprints, 
etc. Pages 14 and 15 gave the wind- 
up, covering the publicity program 
and special promotions. We showed 
the press kit and the special pub- 
licity package designed to be used 
in conjunction with trade shows. 
Layouts of several other packages 
prepared in cooperation with our 
national account representatives 
were displayed. 

Now, with the presentation com- 
pleted and all the pages turned, the 
back cover repeated the title “More 
To Be Done In ’61” with the addi- 
tion of “More To Be Won In ’61.” 


’ The accordion fold construction 
of the book allowed us to spread 
out and give the reps a good look 





at the entire 16-page presentation. 
The room was less than 40 wide 
so we had a man take hold of each 
cover and “take off” along the front 
of the room and up each side. 

The reps were practically wrapped 
up in their 1961 advertising pro- 
gram when Gordon Smith of the 
John Bean ad department presented 
the men with a specially-designed 
114%x14” binder containing all the 
material presented during the pre- 
ceding hour. 

They were extremely pleased with 
these books. It gave them a handy 
sales tool to work with. They tell 
us that this is used on virtually 
every jobber call. A number of the 
reps are using the 35mm slides we 
made of the 16-page presentation. 

“Now,” says one of the reps, 
“when a jobber wants to discuss 
advertising, we too, can throw the 
book at him.” 44 


Rol-a-chart Introduces 
Compact Visual Control 


Newest visual control board from 
Rol-a-chart is a compact product 
designed for executive use in set- 
ting up appointments or reserva- 
tions without sacrificing its pro- 
duction control and the scheduling 
of customers’ order features. 

Called the Rol-a-chart jr., it is 
1¥ox14x15¢”". It weighs 3 pounds and 
is finished in gunmetal gray plastic 
trim. It has index space for 40 ver- 
tical entries. The board has an end- 
less, transparent plastic sleeve that 
moves across a fixed grid, with 
space for 154 14” spaces horizontal- 
ly. It can be hung on the wall, used 
at a desk, or easily carried to meet- 
ings. 

Entries are made with a marking 
pencil and removed with a wiping 
cloth. 

A folder is available. 

- for more details circle 1026, page 139. 


Electronic Device Allows 
Use of TV Without Tubes 


Microvision, an electronic device, 
allows you to control the viewing of 
filmstrips, sales messages, photo- 
graphic slides, and other two-di- 
mensional transparent and opaque 
material that may be transmitted 
and viewed on any television set 
without the use of tv camera tubes. 

Optical units are available with 
MicroVision to accommodate 2x2” 
slides, 35mm filmstrips and micro- 


Without Tubes . . . You don’t need ex- 
pensive television tubes to see how mate- 
rial will look on tv when you use Micro- 
vision, say the makers of the device, 
First Electronics Corp., Michigan City, 
Ind. 


slides. 

The makers of the device, First 
Electronics Corp., Michigan City, 
Ind., say that MicroVision can be 
viewed in a fully lighted room. Also 
that optional equipment, such as 
sound generators and microphones 
for speaking through the loudspeak- 
ers of tv sets, is available. 

The product comes in a portable 
carrying case. 44 


Phone Amplifier plus 
Radio on Market 


A portable combination telephone 
amplifier and transistor radio, the 
Audifon, has been introduced by 
Audifon, Box 852, Sherman Oaks, 
Cal. 

The unit is housed in a single 
ebony and ivory plastic unit which 
measures 9x5x4’’. It weighs 3 pounds 
and will sell for $49.95 postpaid. It 
is operated by six AA type flash- 
light batteries which are included in 
the cost. 

Potential users include busy ex- 
ecutives, people in conference and 
others who need both hands free for 
specific jobs 44 


Two in One 
phone amplifier and transistor radio 


has been developed by a California 
firm 


- - » A combination tele- 
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SALES TOOLS 


INDUSTRY 
BUSINESS 
EDUCATION 
INSURANCE 
TRAINING 
ADVERTISING 


Compact, all-in-one units in smart portable 
carry-cases. Easy to set up in seconds for 
group viewing without room darkening. 


COC 
COMMUNICATOR 


Desk-Top Sound 
& Film Strip 
Unit. 
Under $100 


COC 
EXAMINER 


Popular Film 
Strip Previewer 
Under $50 


MASTER 1010 


Deluxe Automatic 
Slide Projector 
with remote 
control (Also for 
use with 
synchonizer-tape 
recorder) 
Under $130 


EXECUTIVE 


Professional Slide 
Projector. 
Under $70 


Used by leading industrial concerns! 
REQUEST FULL DETAILS AND 
ILLUSTRATED LITERATURE. 


Made by the Manufacturers of the most com- 
plete line of rear-view projection viewers for 
business and industry. 


Division of Camera Optics Mfg. Corp. 


C:O-¢ 


PEIN 


37-19 23rd Avenue, 
OSE A) 


In Can.: R. & H. Products Ltd. Mont., 28, Que. 
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FREE LIGHT 


with every sign 


‘Codit” Reflective Liquid makes your 
highway “tacker” signs sell day and 
night—without the cost of light! Reflec- 
tive sign surface bounces back light 
borrowed from oncoming cars. Brilliant. 
Impressive. You reach 50°7, more motor- 
ists than with daytime-only signs—and 
at much less cost per reader. 


WRITE FOR FOLDER AND 
FREE DEMONSTRATION SAMPLE 


CopiIT 


BRAND 


REFLECTIVE LIQUID 


Minnesota Mining & Manufacturing Co. 3m 
Dept. RCQ, St. Paul 6, Minn . 


WE HAVE 
THE VISUAL 
sat i Bs 
TO FIT YOUR 

3433s 
NEED 


have 

auto- 

matic : 
projectors for point 
of sale and trade 
shows. We have desk top 
viewers for both slides 
and film strips — 
with or without 
sound, designed with 
your salesmen in 
mind. For Information, 
Write Dept. A1061 


Sei t 
INC. 
DAVENPORT 


OWA 


Promotion Men! 


it type 


Tens of thousands of artists, 
admen, printers, editors, stu- 
dents swear by the Haberule 
Visual Copy-Caster . .. world’s 
fastest, simplest, most accurate 
copy-fitting tool. Only $10 at 
art supply stores or direct. 
Money-back guarantee! 


HABERULE 


Box AS 245, Wilton, Conn. 


UCT a 


will mean Vas 
WU ite Nid 1e 
GOODWILL 
MINIMUM ORDER 100 
@& ORCHAWAIL ' 
ORCHIDS OF HAWAII, INC. 
305 7th Ave. N.Y. 1, WY. + OR 56500 
Branches 


© 469 E Ohio St., Chicago 11, tii + Tel: 467-5765 
* 24421 Narbonne Av . Lomita (lL A) Cal - 0A 5.0381 
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FILM REVIEW 


YTV ITI i i 


Each month, A&SP editors review films and 
filmstrips of interest to advertising and sales 
promotion men, to help them look at the field 
more critically, to improve standards and un- 
derstanding of the technique. Sponsors are in- 
vited to submit films for review. 


Economic Discussion 


The Fur Lined Foxhole .. . 38 

i i 1 for Nat e Insurance, 
by George 
E. 44th St., 


ionwide. 


This is a film worth study, not 
only because of the _ interesting 
technique developed by film-maker 
Stoney and cartoonist Robert Os- 
born, but because it is a fine ex- 
ample of the dilemma facing those 
who make films that attack a prob- 
lem. It is easy to state the problem, 
and to do so in such a way that it 
becomes clear to everybody, excit- 
ing, dramatic, provocative. But 
when you propose a solution, you 
begin to part with your audience. 
Unless you are very convincing, you 
find that people tend to stick to 
their own answers, and hate to be 
persuaded from wherever they are, 
even if they aren’t very sure of 
their ground. 

This is a notable characteristic of 
this film. The first part talks about 
the typical American family, the 
pressures under which it lives, its 
attempts to find security, its baffle- 
ments about the large world prob- 
lems on which it feels it has no in- 
fluence, and its resultant retreat in- 
to a world of its own, its fur-lined 
foxhole. It is a situation which we 
all recognize, and the film, through 
skilful editing and an unusual com- 
bination of Osborn’s animated car- 
toons with live photography, is a 
vivid expression of inner feelings. 


> But what do we do about it? Na- 
tionwide Insurance, under the direc- 
tion of Murray D. Lincoln, has some 
ideas of how to achieve what it 
calls corporate democracy, in which 
the owners of a company have some 
real participation in its manage- 


ment. He and Adolph A. Berle Jr., 
a member of the company’s Board 
of Directors, explain how it works. 
To some it will be an acceptable 
approach; to others, it just won't 
work. But whether one’s reserva- 
tions are for content or technique, 
the second half simply doesn’t have 
the impact of the first. There seems 
to be too much lecturing by one or 
the other of the expositors, and not 
enough dramatization, or cinematic 

approach to the content. 
It’s an interesting film, if only for 
the contrast between the two halves. 
R.B.K. 


Editorial Report 

Assignment: People ... 20 min., sound 

“Look” by 

juctions, 45 W. 45th St., 
Look,”’ 488 Madison 


Irom Look, 
sales offices. 


film; produced for 


s regional 


This film, narrated by Ben 
Grauer, tells the story of Berlin, or 
rather how the story of Berlin was 
covered by a Look team of a writer 
and an editor. It is a warm, pleasant 
story, and leaves exactly the im- 
pression it was designed to leave: 
that Look has an intelligent, human 
approach to a large story. 

Of particular interest to film- 
makers is the technique adapted by 
director Gene Searchinger, which 
fills in existing sequences of motion 
picture footage with judiciously 





chosen black and white stills and 
spreads from the magazine itself. 
The mobility of the camera in its 
relationship to the stills, however, 
keeps it from being static. 

While the film was designed 
primarily for advertisers and 
agencies, the sales message in it is 
very low-pitch. This makes it suit- 
able for showing to civic and other 
non-advertising groups, and if the 
proper promotion is applied, it 
should prove a rewarding public re- 
lations film. R.B.K. 


Sales Tool 


The 8th Wonder... 28 min., color motion 
picture produced by Film Programs Inc., 
310 W. 53rd St., New York 19 for Mergen 
thaler Linotype Co., 29 Ryerson, Brooklyn. 


What an amazing mind must have 
been located in th skull of Ottmar 
Mergenthaler, the man who _ in- 
vented the Linotype. If you have 
ever watched this machine, doing 
what it was designed to do, hour 
after hour, day after day, you know 
the feeling of almost hostile respect 
it can generate. A machine shouldn’t 
be that smart. And when they take 
it apart for repairs and you see its 
insides spread out all over a com- 
posing room floor and realize how 
many parts there are to the modern 
Linotype, you can only register 
amazement that this typesetting 
marvel isn’t really human. 

This motion picture does a fairly 
good job of getting these impressions 
across. But when you consider the 
many different exotic lands where 
the Linotype operates, when you 
consider what important words 
have spilled out of this mechanical 








ILLUSTRATED BROCHURE AVAILABLE 


SMITHCRAFTED COVER DESIGN AND 
QUALITY CAN MAKE ANY CATALOG BECOME A 
CATALOG AND SALES 


SILENT SALESMAN! 


TO FIT ANY NEED. Your catalog is your “‘resident representative.” 
Its cover is important to this function. Not only 
to provide tough, wearable protection, but 
also as a medium to develop a favorable 
company image and to enhance the value of 
the care and effort you have put into its contents. 


Smithcrafted catalog covers, in all types of 
bindings, are preferred everywhere for their 
rich, colorful impact, the sturdy workmanship 
of their construction, their conveyance of the 
quality image and their ability to build sales. 


If you are planning a new catalog or would like 
to dress up your present one, Smithcrafted binder 
cover facilities and experience are at your 
service. To solve any binder problem you 
might have, whether in design, material or 
binding selection, write or call—we can 

help you. 


| 
whiz, words that have told the fall | W tI 


Sw THE S. K. SMITH COMPANY 


CREATORS OF SALES AIDS FOR MORE THAN FORTY YEARS 
af ieee tee: ak see MEN T\a(iiPe 2857 N. WESTERN AVENUE, CHICAGO 18, ILLINOIS 
the record of man’s achievements LONe 47MM OFFICES IN LOS ANGELES, CLEVELAND AND NEW YORK 


. then one wishes that the pro- | . Pi PLANTS IN CHICAGO AND LOS ANGELES 
ducers of this film had used a little 


more blue sky and not quite so 
much of nuts-and-bolts. 
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AS J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 
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. A man of great vision 
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TRAINED ANIMALS 


Advertisers Buying Guide 


ENI=iel 


W hat do you do when you need a cheetah for an ad? Or where 


do you get a rabbit to run a rocket? Here’s a guide 


to the ropes that will steer you through a baffling assignment. 


By Ted Sanchagrin 
A&SP Eastern Editor 


An acquaintance of mine is a dog. 
He’s a neighbor’s Scotty, the model 
for Fala in the newspaper ad by 
Good Housekeeping. The ad pro- 
motes an editorial feature con- 
densed from Bernard Asbell’s book, 
“FDR—The Final Hours.” A dog 
waits in front of his master’s chair. 
The chair holds a battered gray 
fedora and the black cape. 

Animals, such as a friend’s Scotty, 
trained in obedience and approved 
and registered with an animal rent- 
ing agency, are effective tools when 
used imaginatively in space adver- 
tising, television and sales promo- 
tion. Conversely, the client wastes 
his money when the advertising 
agency and photographer uses an 
animal out of context with the sell- 
ing message. 

In the case of Good Housekeep- 
ing, the photo and copy were a 
natural tie-in. To get a Scotty for 
the ad, the ad agency (Ellington & 
Co.) and photographer (Tosh Mat- 
sumoto) went to Alltame Animals. 
Alltame is one of a handful of an- 
imal renting agencies servicing the 
advertising industry in New York. 


>In gathering research for this 
Advertisers Buying Guide feature, 
A&SP visited most of these animal 
agencies — Alltame, Animal Artists, 
Animal Talent Scouts, Chateau 
Theatrical Animals and Dawn An- 
imal Agency. 

Perhaps the most famous and 
longest use of animals in sales pro- 
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motion is the Elsie the Cow cam- 
paign by the Borden Co. “Born” at 
the New York World’s Fair some 20 
years ago, she is still going strong, 
as part of the Freedomland scenery 
in the Bronx. Elsie and her succes- 
sors have been at state fairs, exposi- 
tions and centennial celebrations, 
and in the past five years at 154 
markets that had been inaccessible 
previously. 

At Freedomland the Borden cow 
is in a picturesque barn in the farm 
section of the Central Plains area. 
Inside the barn there is an elaborate 
Victorian bedroom developed for 


the promotion by interior decorator 
William Pahlmann. The bovine 
boudoir has chandeliers and velvet 
carpeting. Last year a handcounter 
showed that 72% of the total Free- 
domland gate visited Elsie. At the 
end of the season, there was a limited 
tour covering Amarillo and Beau- 
mont, Tex., and Fayetteville, N.C. 

For the Elsie promotion, Paul 
Castellanos, manager of promotional 
services, has a 40-page booklet. This 
tells branch operations how to pre- 
pare for an Elsie visit. One sheet 
has a list of 22 “cans and cannots.” 
Here’s a sampling of some “cannots”: 


Domesticated 


the most pill, fuzz, shed resistant nylon carpet ever achieved 


roe et afl 


Cheetah at Ease 
the campaign wa 


One of a series of new 
built around the ferocity c 


tng 
- ti anae 
op Onemetrand ay co 


spaper ads which featured a wild animal, 
f the animal and the word ‘Domesticated.’ 





10. You cannot use her as a foil or s e 
stooge or the butt of any jokes about her- Performing Animals 
self or use her as an excuse for jokes 
about cows in general that might be con- 


sidered to detract from the dignity of the . 4 for 
character of Elsie the Cow as The Borden ‘ ; 


: . ee ‘ C : 
Company conceives her. We consider her ‘ ; Advertising onventions 


a ‘Lady.’ 
16. You cannot have her appear without 


es ee eee | aa oe Store Promotions ° Fairs 


21. You cannot show products or Bor- . T | ee C tial 
den advertising in the boudoir. : e evision ommer y 
22. You cannot sell products from the ‘ 


boudoir. If possible, remove your selling Trained with SCIENTIFIC, HUMANE methods 


ae a a UNUSUAL LIVE ANIMALS doing things never before dreamed pos- 
> Bere you have tae diflecent uss sible — chickens playing baseball, rabbits shooting cannons, ducks beat- 
of animals — Good Housekeeping ing drums, and many others. 


with a dog in a print ad and Bor- CROWD STOPPERS © TRAFFIC BUILDERS ¢ PUBLICITY GETTERS 


dens in a continuing client-run We now have available for rent or lease a large variety of outstanding 
promotion. Perhaps you'd like to automatic exhibits — tested, reliable, simple to operate. No handler is 
join the do-it-yourself area, to cut required. The know-how is in the animals. Performance is guaranteed. 


corners and costs by hiring a cat Also coin-operated animal units, special shows or acts to order, animals 
from an office acquaintance. Think for television. 


twice about it. There are definite e . ° 
advantages in letting an animal | Animal Behavior Enterprises, Inc. 


renting agency do your spadework, 


including the screening of a trained | NAtional 4-1801- R 6 
animal. | Hot Springs, Arkansas 


There’s another angle, among 
many, and that is the subject of | »oland ® 
insurance. Most reputable animal | Home of the Kallen B 
renting agencies carry insurance 
covering practically any contin- 
gency. Theoretically, you could get | Largest producers of performing animals 
a cat and a Suzy Parker, but if the in the world. 
cat ever scratched the model that 
might put the model off the market : are ee a mes a ee 
for awhile. One animal renting QRILLIANT/ }\ ACCURATE/ LOW IN COST/ 
agency says the most dangerous GEM Color—TOP QUALITY letter- 
animal to use is the domestic cat, co eee al renee Caine. Ressedwus DE CALS 
born to scratch. from Ektachrome or art copy. All Permanent type tough “Vinyl” 


; , : jobs color proofed. DELIVERY in 2-3 applied in seconds without water. Saves labor; no 
This supplier has a seven-point ee eee 


curling in storage. MADE TO YOUR SPECIFI- 
guide hie renting attain De get CATIONS.. .iettering, numbers, your trademark. 


LU Send now for FREE SAMPLES and estimate. 
sada’ on anteecaes accel eed er M iwoukee, Yue. SCREEN PROCESS PRINTING CO. , P.0.Box 948, Wichital Kansas 
the best results in your casting of 4603 SOUTH FIFTH Ay, MILWAUKEE 7, WIS. 7 : . 
live animals, a dependable and pro- 


fessional animal rental service can 

make this phase of your casting job shania cata 

relatively easy. This is a good OUTDOOR POOL + TENNIS + SUMMER THEATRE 
checklist: 


Educated Animals 





5 famous restaurants 
ae ass Fe a Re YACHT CLUB » RIB ROOM » COLONNADE COFFEE HOUSE 
1. Deal with professionals, an expe- CUARTERNOUSE and... 
rienced agency that has qualified THE POLVNESIAN VILLAGE 
personnel. Make the casting easier 


Lavish Floor Shows and 


by using trained zoologists who — ee 
know and have handled all types of - 


|; i 
2. Confide in your animal rental 7 \ EGIL Ka. MWYWEGi.000 


service. Let it see the storyboard. 


j : : rt is the word for the Catering availed to you 
Tell it exactly what is required of os the teak: Shae a ahaeten adiaden. 
zoo animals plus domestic animals. , Ir Banquets ¢ Meetings ¢ Conventions « Lunch- 
the animal. Let its experience pay pe 


eons ...no matter, the service is faultless, 
off in providing the right animal for the food superb, and the rooms spacious and 


u ig t SGT erste ee air conditioned. Ample in-hotel parking. 
our assignment. at ra at er io 

your assig mt bananas 

3. Use an animal rental agency ' jae eet ws 


1 i fed ro 
which provides competent handlers. pe et ; Yigouelll eo 
Take advantage of the knowledge ; ; ie ae f Chitago—= 
and help the handler can offer dur- a SS 5 . a ae = 
ing the actual filming or exhibiting. Ag = th 5300 NORTH... 
His training and familiarity with za : ewe Sheridan Road 
the animal will save production | * NS — Chicago 40, Illinois 


PHONE 
Longbeach 1-6000 


time, money, and prevent unneces- 


sary aggravations. | Hotel Corporation of America . . A. M. SONNABEND, President 





Aristocratic Canine . . . Lady Greyhound 


makes dignified personal appearances. 


4. Book a dog or cat at least three 
days in advance, if possible. When 
casting other types of animals such 
as elephants, lions, monkeys, horses, 
bears, etc., call at least seven work- 
ing days ahead. Give your agency 
time to reserve the animal best 
trained to fill the assignment. Espe- 
cially trained animals are in de- 
mand and often booked weeks 
ahead. 


5S. Be sure the animal rental agency 
you do business with carries per- 
sonal and property damage insur- 
ance to protect you. 


6. Price is determined by the qual- 
ity and training of the animal, the 
services of a competent handler, 
transportation costs and the shoot- 
ing or exhibiting time. 


7. Simplify all your casting of an- 
imals. Use a single dependable serv- 
ice that can supply everything— 
a variety of tame and trained wild 
animals, domestic farm animals, and 
all breeds of dogs and cats. 


> One advertising agency which 
goes heavily for animals is Doyle 
Dane Bernbach. “But the use of 
animals is corny unless you can 
come up with a fresh twist, “says 
Charles Piccirillo, art director on 
several accounts, including Chem- 
strand. “The fresh twist must be 
integrated into the product advan- 
tage. Ordinarily, someone uses an- 
imals, or babies, or pretty girls, 
when he doesn’t have a good idea.’ 

A good idea, a fresh twist, in the 
use of animals would include Doyle 
Dane Bernbach’s magazine and 
newspaper ads for Chemstrand. Here 
the animal is a cheetah on Chem- 
strand nylon carpets. 
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One has a closeup of a cheetah 
lying on his side on the carpet. In 
the foreground, in his claws, it says 
“Domesticated,” with the head: “the 
most pill, fuzz, shed resistant nylon 
carpet ever achieved.” 

Another has the animal with a 
pair of house slippers in his mouth. 
The source: Animal Artists, New 
York. 


> The cheetah is a current craze in 
advertising and promotion. One an- 
imal renting agency told A&SP he 
had a cheetah a couple years back. 
Old age caught up with it, and the 
animal agency has since gone into 
specialization with tamer, domestic 
animals. “But I wish I had one to- 
day,” he said. 

One of the most ambitious, rel- 
atively recent uses of animals was 
by Vogue, with an editorial featur- 
ing not only the cheetah but also a 
pig, goat, chimpanzee, fox and boa 
constrictor. Each scene had the 
model eating with one of the an- 
imals. The most dangerous was not 
the cheetah or boa but the pig, 
which has a voracious appetite and 
would eat anything in sight, includ- 
ing the model’s hand if it happened 
to contain food. Such an editorial 
feature makes an unusual promo- 
tion and conversation piece. 

The moral probably is to trust 
your animal renting agency. For 
some animals you can go to the 
ASPCA kennels or foster shelters. 
In other cases only a supplier in- 
terested in the business can keep 
you from laying an egg. 

A short time ago, one supplier 
related, a client wanted a Plymouth 
White Rock Hen. The client said 
it was not a hen because it had a 
comb. The client was convinced 
shortly when the photographer 
noted in surprise, “He’s laying an 
egg.” It happened on Park Avenue 
—true story. 


> There’s always the possibility that 


Live versus Real . . . Danfoss’ Great Dane 
meets A. O. Smith’s horse of motors at 
the Heating & Air Conditioning Expo. 


Aristocratic Feline . . . What better for 
a high-key picture than a white Persian? 


an animal may so ingratiate him- 
self with the viewer that the 
sponsor’s selling message does not 
get across. You might not remember 
what the product is, although you'll 
remember the animal or animals. 
I recently saw a tv commercial 
which starred a dog and a cat at 
mealtime. One bit had the dog 
shouldering the cat away, another 
the cat hissing his way in. Was it 
a cat food? Or a dog food? The 
pleasant shock of two natural 
enemies photographed cutely for 
posterity wiped out the product 
identification. 

A series of tv commercials new 
this year for Puss ’n Boots drew 
high praise from Harry McMahon, 
who writes a monthly column on 
commercials in Advertising Age. A 
cat stretches and rubs against a 
lady’s legs; another commercial has 
a cat straightening a picture on a 
wall. 

For this series Lynn Baker, the 
advertising agency, employs Keller 
Breland of Animal Behavior Insti- 
tute, Hot Springs, Ark., on an ex- 
clusive basis as a consultant. He 
trained the jumping whale at 
Marineland in California. Mr. Mc- 
Mahon concludes, “And he’s terrific. 
Incidentally, a good job of selling 
cat food, too.” 

Mr. Breland is a professional psy- 
chologist, and is able to train var- 
ious animals to go through very 
complicated routines. Another in 
this field is Animal-Ated Advertis- 
ing. For example, this latter has a 
simulated rocket ship. On cue, a rab- 
bit enters, goes to the control panel 
and pushes a button to change a 
slide projector. When the series is 
completed, the animal leaves the 
ship to get his reward. This is, 
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To MOVE men, deliver your message forcibly. 
Unleash its full power on paper deftly chosen 
to enhance meaning and mood. When you 
select paper, profit from the skilled creative 
counsel of your Oxford paper merchant. He 
is situated nearby—an experienced specialist 
who stocks the complete quality line of Oxford 
coated text and matching cover papers. Rely 
on your Oxford merchant to satisfy swiftly 
your every printing and budget requirement. 
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Oxford merchant. For his name, drop us a 
card at 230 Park Avenue, New York 17,N.Y. 
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of course, a different kind of ani- 
mal work than simply modeling. 


> Sometimes the use of animals in 
selling may reach a plateau, and 
the client has to lessen the use or 
abandon it. The White Horse scotch 
ads, with a couple of men sitting on 
the horse, has reached that point. 
Now about the only white horse 
you see in the company’s ads is 
on the bottle or the tavern sign. 

Another effective animal use was 
the lion in the Dreyfuss Fund. TV 
viewers remember the Dreyfuss 
Fund commercials and print ads 
with a lion walking on Wall Street. 

The Russian wolfhounds, Baron 
and Lady Wolfschmidt, performed 
yeomanlike service for Wolfschmidt 
vodka. Lorraine D’Essen, owner of 
Animal Talent Scouts, New York, 
said then, “They are the perfect 
promotion, the complete merging of 
advertising, promotion and publicity 

—the way they should be. Com- 
pletely integrated, not treated as 
separate fields.” They (and their 
two stand-ins) appeared in ads in 
all media, made _ personal ap- 
pearances from coast to coast in 
fashion shows, tv guest shots, trade 
shows, charity balls. 

Another famous, live, current 
advertising dog is Lady Greyhound, 
by the Greyhound Corp. out of Grey 
Advertising Inc. An 18-page second- 
quarter report by Sam Blake of the 
Grey publicity division to Grey- 
hound has such headings as: 

“Huge Shopping Center Greets 
Lady Greyhound.” “Noted Lecturer- 
Author Gives Talk on Lady Grey- 
hound before Girl Scouts.” “Reader’s 
Digest to Feature Lady Greyhound 
in Animal Story.” There are a 
dozen additional headings. The 
agency reports it turns down many 
requests annually for personal 
appearances or publicity uses of 


Llama for Promotion 
An unusual animal is 
used to add a special 
touch to a dealer 
meeting. 


Lady Greyhound with situations 
where the tie-in is not dignified. 

One recurring example of such 
rejections by the agency is in the 
cheesecake department. ‘“Bosomy 
actresses and their agents want 
publicity posing with the dog,” Mr. 
Blake says. “We could have made 
the front page of the Daily News. 
But we want no such tie-in unless 
it's the home-type actress.” The 
agency man said that in any such 
publicity an animal comes out 
second best competing against de- 
colletage. 


> In some cases such publicity is 
more acceptable. Sometimes the 
commercialism is obvious. In certain 
media it passes inspection. For the 
foreign movie, “Hercules Un- 
chained,’ a lioness posed with 
Sabrina, a British actress rich in 
physical endowments. The publicity 
photos made some daily 
papers. 

Each year around the time of the 
Westminster Kennel Club show, the 
Manhattan Savings Bank stages a 
dog show of its own in the lounge 
of the bank. It’s not a dog show, but 
an exhibition of purebreds secured 


news- 


Coming Next Month! 


through the bank’s president, Wil- 
lard K. Denton, and sources at 
Westminster. The bank’s show is a 
traffic stopper. 

Want a horsedrawn vehicle? Or 
donkey and dog carts? With animals, 
of course. Chateau Theatrical 
Animals specializes in these. The 
Sheraton Alpine buries its old 
Alpine name in a_horsedrawn 
hearse. Yuban Instant Coffee serves 
free coffee from a horsedrawn 
vehicle to construction workers at 
the Lincoln Center. Macy’s horse- 
drawn sleigh serves hot soup to 
Street Corner Santa Clauses at 
Christmas. The Tavern-on-the- 
Green picks up would-be patrons in 
Central Park with a haywagon. The 
Cattleman Restaurant has rented 
a stagecoach, with horses, of course, 
to publicize itself. Dove Soap 
stopped traffic in Times Square 
last year with a tubful of $5 bills 
on a farm wagon—an electric fan 
blew the bills into the crowd. The 
police put a stop to “this nonsense,” 
but not before Dove played philan- 
thropist. 


>» There’s a move afoot, triggered by 
Chateau partners Fred Birkner and 
Gloria Stoesser, to get ad agencies, 
studios and theaters to hire only 
members of the American Guild of 
Animal Artists, started two years 
ago. To protect animals from being 
pushed around, mistreated, over- 
worked, kept out of drafts, heat and 
alleys, the guild has worked up a 
code which includes a_ two-week 
vacation on a farm, an hour’s lunch 
period and a five-minute break— 
sort of an animal coffee break. The 
guild hopes clients eventually will 
use only AGAA animals and sub- 
scribe to the code. 

Another benefit that has resulted 
from all this stepped-up activity in 
animals was triggered by the 
ASPCA. It stepped in when it found 
that winners of animals on tv give- 
away shows were more or less 


FLUORESCENT MATERIALS 


And in the months to come: 
APPOINTMENT CALENDARS 
PosTAGE STAMPS 


CaTALoG BINDERS 


Exuisit Movinc SERVICES 
P.O.P. ProyectTors 


OrrFicEeE Coprers 


Suppliers in these fields are invited to send in 
catalogs and other promotional material 
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SELECTED ANIMAL AGENCIES 


Alligator Farm 

7671 E. La Palma 

Buena Park, Cal. 
Alltame Animals Agency 

48 E. 57th St. 

New York 22 
Animal-Ated Advertising Inc. 

P.O. Box 127 

Falls Church, Va. 
Animal Artists 

248 E. 33d St. 

New York 
Animal Behavior Institute 

Hot Springs, Ark. 
Animal Talent Scouts 

331 W. 18th St. 

New York 


Victor Baldwin & Associates 
2822 Hyperion St. 
Los Angeles 

Cadence Dog Training School 
5059 State St. 
Ontario, Cal. 

Chateau Theatrical Animals 
608 W. 48th St. 
New York 36 


forced to take them, or lose the 
money equivalent. Now most such 
shows tell the winner he can take 
the animal or get the equivalent 
of money. Today the animals 
awarded in this fashion come 
complete with health certificates, 
collar, leash, feeding instructions, 
and if they’re small enough, hand 
carriers. 


> These animal rental agencies have 
not yet solved another problem. 


Sales Meeting Guide 
Prepared by Bell & Gossett 


The importance of planning in 
achieving an effective sales meet- 
ing is stressed in a 12-page illus- 
trated brochure titled “A Guide for 
Successful Sales Meetings” released 
by Bell & Gossett Co., Morton 
Grove, Il. 

Planning, according to this guide, 
should include the announcement 
and follow-up work as well as the 
basics such as the subject matter of 
the meeting, timing, presentation, 
etc. 

Help is given in the organization 
of such a meeting with a step-by- 
step planning list for such items as 
the location, graphic facilities, re- 
freshments, etc., as well as the more 
obvious planning of precise purpose, 
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Lionel Comport 
131 Virginia 
Burbank, Cal. 


Corriganville Movie Raach 
6543 Los Angeles 
Santa Susana, Cal. 


Dawn Animal Agency 
1545 Broadway 
New York 36 


Hal Driscoll 
16555 Lassen 
Sepulveda, Cal. 


Gene Holter’s Wild Animal Show 
Western Norco 
Corona, Cal. 


Frank L. Inn 
12265 Branford 
Sun Valley, Cal. 


The Jungle Land 
768 Thousand Oaks 
Thousand Oaks, Cal. 


Nature’s Haven 
Newhall, Cal. 


Animal owners or their represent- 
atives don’t get residuals from tv 
commercials. They have little control 
over how they’re used, if they sign 
the broad contract normal in print 
media. One dog, which posed for a 
newspaper ad, told me he was 
surprised to see himself in an ad in 
Canada when he was vacationing 
with his master there. Maybe he 
was right, or perhaps he didn’t read 
the fine print buried down deep in 
the contract. 44 


content, personnel and theme. 
Copies are available. 
. « for more details circle 1027, page 139. 


New Modular Design 
Based on Triad Principle 


A lowcost, modular exhibit unit 
with a new design has been intro- 
duced in the “Triad” by Firks Ex- 
hibitions Inc., Chicago. 

Based on the design principle 
from which it was named, the unit 
consists of perforated hardboard 
panels or pegboard mounted within 
wood frames, suggesting a hexagon 
in shape with three radiating fins. 
Each unit is equipped with three 
shelves, a high and a low counter, 
and a decorative black-and-white 
globe which attaches centrally to 


New Modular Design . . . Triad exhibit 
unit from Firks Exhibitions Inc., Chi- 
cago, features a hexagon shape with 
three radiating fins. Units will be used 
at Chicago’s International Trade Fair. 


the top. All parts bolt together by 
means of pre-drilled holes. Stand- 
ard pegboard hardware holds 
shelves, helps display the exhibi- 
tor’s merchandise and message. 

The panels measure 8’ high, 714’ 
wide each; over-all width of the 
entire unit is 15’ at its widest point. 
It can be collapsed to a traveling 
size of 744’x8’x12’. It is available in 
blue and white; price is $750. 

Triads can be assembled in any 
number of different variations by 
eliminating counters or certain rear 
panels. First exhibit use of the new 
modular design will be at the Chi- 
cago International Trade Fair in 
McCormick Place. 

Additional information is avail- 
able from Firks Exhibitions Inc., 
431 N. Clark St., Chicago 10. 44 


All | asked was whether he could do 
handlettering! 





hy alrade Show Exhilat? 


teran exhibit builder looks at the growth of the 


By Roger R. Tierney 
President, Floats Inc. 
El Monte, Cal. 


Marketing by exhibit may have 
been the earliest form of communi- 
cation between man, at least be- 
tween groups of men. When a pre- 
historic “salesman” from the north 
unrolled a soft pelt to show his 
glowing globules of amber, and 
watched his counterpart from the 
south open a hollowed length of 
log to display his latest line of flints, 
commerce was well under way, 
even without benefit of language, 
written or spoken. 

Today, marketing by exhibit may 
still be the most effective medium 
in the movement of your product 
or service, in telling your story or 
your point. Now it combines every 
known form of communication, 
through all five senses, and through 
a sixth sense beyond all those. 
Sometimes a_ successful creation 
adds an extra, intangible impression 
of your company’s character to what 
is said and shown of your product, 
an image that is all important to 
your customers. 

Defining this extra sixth sense 
appeal is difficult. Delivering it con- 
sistently is still more difficult, but 
the ability to do so makes the dif- 
ference between a fairly successful 
exhibit and one which people will 
remember, will talk about and, most 
important, will be influenced by. 


> The trade show has matured 
rapidly in the last ten years and 
participation has become of ever- 
increasing importance as an adjunct 
to other advertising media. In the 


This article is adapted from a speech 
given as part of an American Rocket So- 
ciety Symposium held in Washington. 


show, and at some of the possibilities that lie ahead. 


United States alone, there are 
literally thousands of regional and 
national shows encompassing almost 
every aspect of marketing from 
dairy products to nuclear reactors. 

By maturing, I mean that the 
trade show has become an accepted 
medium of public relations, promo- 
tion, advertising and selling. My 
experience goes back to 1946 and 
at that time going into a show was 
a back-handed sort of affair. A com- 
pany entered a show because of the 
fear of being missed alongside their 
competitors. 

As a result of feeling forced to 
do something considered by man- 
agement a total waste of time and 
money, the effort was usually on a 
minimum basis, and so, naturally, 
were the results. But gradually, the 
trend changed and the old adage 
about getting out of something what 
you put into it took over and the 
trade show was “discovered” as a 
real medium. Its importance as a 
medium today may be gaged by the 
statistic that it represents an an- 
nual expenditure by industry of 
something in excess of 2 billion 
dollars. 


> The primary purpose of trade 
show activity is to permit a com- 
pany to bring its product or service 
to a centralized location where con- 
tact with large numbers of people 
with the same interests is easily ac- 
complished. 

At the trade show a minimum 
staff of company representatives 
can contact a much larger audience 
in less time and with less effort 
than required for individual com- 
pany calls. People with a genuine 
interest in the product or service 
being shown are readily discernible, 
thus eliminating the trial and error 
procedure of ferreting out leads 


with little or no potential. 

Because of the position the trade 
show occupies in the over-all pro- 
motional effort, there is naturally 
a lot of competition for the atten- 
tion of visitors to the show. This 
is the challenge which faces the de- 
signer who is beset with constrict- 
ing show regulations, the product 
to be displayed, the space allotted, 
the time schedule and a myriad of 
other details which demand that 
the exhibit designers be grounded 
in layout, typography, color and 
sound. 

On top of all this, the designer 
is faced with the customer’s de- 
mand that the exhibit not only be 
outstanding but it also must be 
very light in weight, indestructible 
and simple enough for a moron to 
set up. What this means is that the 
customer really wants an exhibit 
in the form of a balloon which he 
can carry in his pocket. He gets to 
the exhibit hall, blows up the bal- 
loon, puts it in his space and re- 
tires to the bar. But meanwhile, 
back at the drawing board, the de- 
signer is trying to pull together a 
few facts so that he may cope with 
the situation as it is. 


> At present and for a number of 
years, the rules for trade shows 
have been fairly well standardized 
. the exhibit hall laid out with 
even rows. Spaces available in in- 
crements of ten feet. Allowable 
height for the exhibit at the back- 
wall is eight feet. The reason for 
the eight foot backwall rule is based 
on the theory that with an eight 
foot height limit you can stand al- 
most anywhere in the show and see 
all the exhibits. 
Theoretically, this gives every- 
body in the show an even break. 
The fact that this is just not so is 
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not making it any easier to get the 
rules changed. There is a substan- 
tial move afoot in some shows to go 
to what is referred to as cubic con- 
tent. That is, if an exhibitor buys 
a 10x10 space, he can use all the 
space. His exhibit may, if he so 
desires, be 10 wide, 10’ deep and 
10 high or possibly even higher. 
This theory is gaining ground and 
over the next ten years may be- 
come standard. It certainly gives the 
exhibitor an even break for his 
space dollar and makes the de- 
signer’s job easier. 

As it stands, the designer is hard 
pressed to be clever when faced 
with only what amounts to a back- 
wall in which to be different and 
distinctive. 


> Very few firms manage to realize 
the full potential of the exhibit 
medium. Management is too prone 
to procrastination on decisions until 
it becomes necessary for all con- 
cerned to perform minor miracles 
to get the exhibit into the show. To 
be sure, these minor miracles are 
part and parcel of the every day 
work of the designer and builder, 
but at a mightly toll of ingenuity 
and dollars, which, of course, equals 


much less realization of potential 
for lots more money. Or the poten- 
tial may be realized, but at roughly 
twice the cost. 

There are two extremes in trade 
shows exhibits and most exhibits 
have a tendency to fluctuate be- 
tween them. There is either a total 
lack of imagination or there is the 
super cutrate drugstore approach: 
o ne-of-everything-in-the-store-in- 
the-windows. The exhibit fairly 
crawls with animation and lights 
and products, with the net result 
of distracting more than attracting. 


> Realizing the full potential of the 
exhibit medium calls for some in- 
tangibles like ideas and ingenuity 
but there are some basic rules. They 
are very simple and everyone who 
has ever bought an exhibit has been 
at least exposed to them. But it is 
frustrating and difficult to under- 
stand why, with the simple eco- 
nomic and other advantages to be 
gained, only one buyer out of 100 
really adheres to the basic rules. 
In case you want to refresh your 
memory or prod your management, 
many exhibit companies publish 
helpful check lists, as does the Ex- 
hibit Producers & Designers Assn. 


concentrate on QUALITY 


MINUTE MAID COMPANY'S prominent position at the breakfast 
table is not a matter of chance. It is quality that sells Minute Maid 
and Snow Crop concentrates and Hi-C Fruit Drinks for this leading 
processor of frozen citrus concentrates. 


The same concern with quality 


is reflected 


in the Minute Maid 


Company's letterhead. Adding to the atmosphere of good taste 
conveyed by its effective design is the impressive character of the 
Strathmore Letterhead paper used for it. This paper plays a signif- 
icant part in projecting a quality image for Minute Maid—as it does 
for hundreds of other famous firms 


and as it can do for yours. 


«3x STRATHMORE 


MAKERS OF FINE PAPERS 


BETTER 


Strathmore Paper Co., West Springfield, Mass. 


BETTER PAPE 
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5 ARE MADE wiTH 


They are free for the asking and 
should be close at hand for every 
exhibit buyer. 44 


Exhibit Accessory Ideas 
Shown in Luxura Folio 


Some rather unusual and decora- 
tive ideas for exhibits can be seen 
in a new Luxura folio from Waltz- 
inger Inc. 

The folio includes _ illustrated 
sheets showing decorative dividers 
and screens. Both are made of met- 
al or wood and can be obtained 
with a variety of inserts of plastic 
laminates, fiberglass, synthetic 
stained glass, perforated metal and 
plywood frets in versatile types and 
arrangements of panels. 

Each room divider is equipped 
with spring loaded floor-to-ceiling 
poles. Both the dividers and screens 
allow for a choice of panels of the 
same material or a combination of 
two or more. 

Information on the folio is avail- 
able from Waltzinger Inc., 1500 S. 
Western Av., Chicago 8. 44 


Exhibit Moving Service 
Detailed in Booklet 


A new booklet describing the 
facilities of its exhibit moving serv- 
ice has been released by the Aero 
Mayflower Transit Co., Indianapolis. 

A good booklet for the planning 
files of those who are responsible 
for shipping complex, valuable dis- 
plays on intricate time schedules, 
it lists 17 cost-saving reasons for 
considering the service and de- 
scribes several major exhibits han- 
dled by the special Exhibit Moving 
Service. 

Copies are available. 

- » for more details circle 1001, page 139. 


ARMORY Co.8 


Well, one of us must have his dates 
confused. 





What Business Thinks 


About Christmas Gifts 


By Robert B. Konikow 
A&SP Managing Editor 


It has been about three years 
since we took a look at the gift- 
buying practices of American busi- 
ness, and reported on our findings 
to our readers (See AR, September, 
1958). Since that time, a lot of things 
have happened that might have in- 
fluenced the picture. The price-fix- 
ing trials and convictions, our en- 
trance into the higher competition 
of the Space Age, and most immedi- 
ately pertinent, the suggestion that 
a provision be written into law to 
prohibit business gift-giving. It 
seemed about time for us to take 
another look at the situation. 

We sent questionnaires to 3,000 
readers, scattered throughout the 
country, and selected from that two- 
thirds of our circulation that goes 
to advertising and sales promotion 
managers of individual companies. 
In spite of the fact that it was a 
fairly complicated questionnaire, 
with no personalization or any offer 
of a gift or special report for those 
responding, about 10% of the forms 
were returned within the first week 


after the mailing was turned over 
to the post office. This report is 
based on a return of 13.3%, which 
direct mail people tell us is a fair 
response. 


This was our first question, and 
if our respondents are typical, just 
under 50% of American business 
give gifts of one kind or another to 
its customers and prospects. This 
figure has been consistent during the 
past three years, as well. For 1960 
and 1959, it was 48%; for 1958, 49%. 

We asked respondents to indicate 
the size of their company, using the 
number of employes as the criterion. 
In 1960, only 36% of the largest com- 
panies — those with more than 500 
employes — gave gifts. As the com- 
panies grew smaller, the percent 
giving gifts increased, until 70% of 
the under-50 firms reported them- 
selves among the Santa Clauses of 
the business world. This was true in 
each of the two previous years, ex- 
cept that the 50-100 group edged out 
in first place last year, by a few 
percentage points. 

The trend in the past three years 


has been, in general, downward, 
although not significantly. In three 
categories of largest companies it 
has dropped almost every year, with 
the exception of the ‘under 50’ 
group. This group has bucked the 
trend; more of these small com- 
panies have been giving gifts each 
year, until it reached a high of 70% 
last year. 

The figure is also somewhat di- 
luted by the fact that it probes pri- 
marily into gift giving by home 
offices. In many companies, the 
selection of both the gift and the list 
is up to each salesman. It may or 
may not be an expense account item, 
or it may be lumped under the gen- 
eral customer relation fund. But, in 
any case, this kind of transaction is 
generally not covered by this sur- 
vey, although a number of com- 
panies, counted here in the ‘not 
giving’ category, indicated that it 
was part of company operations. 


> At this point, perhaps a word of 
caution is called for. Those of you 
with long memories, or with long 
files who have looked up our last 
survey, may recall that we reported 
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1795 


Dual Drag push-button 
WonderCast $29.95 


1797 
Level Wind push-button 
WonderCast $24.95 


2065 
WonderSpin with two 
filled spools $32.50 


2080 
Salt Water 
Spinning Ree! $39.95 


Free Spool Executive 
for bait casting $45.00 


1836 Deluxe automatic 
Fly Reel $14.95 


WRITE FOR NEW 


ILLUSTRATED PRICE LIST 


BE THERE—when your customers 


Go Fiching! 
SY IFO 


AMERICA'S NO. ne FISHING TACKLE 


When your customers go fishing, you can be there 
with a gift of fine fishing tackle from Shakespeare, 
the one name known and cherished by fishermen 
the world over! You can choose with absolute 
confidence any Shakespeare Wonderod, reel or 
line and be assured that your gift of Shakespeare 
tackle will be warmly appreciated by your cus- 
tomers. And, uncompromising Shakespeare qual- 
ity speaks well of you and your firm at the time 
of your gift...and in many years to come. So 
when your customers have “gone fishin’”’, be 
there with a gift of Shakespeare fine fishing 
tackle! (From $5.95 to $45.00) 


218 SPIN 'R CAST WONDEROD $18.95 
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oe ne ana 


818 FLY WONDEROD $18.9 
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FAMOUS DOUBLE-BILT® 
Straight-Fiber Tubular Glass 
WONDERODS 


Shakespeare’s patented tubular glass 
process is recognized by fisherman every- 
where as the ultimate in fine rod crafts- 
manship. Tubular glass Wonderods are 
built to taper with strong, small diam- | 
eter tip for casting and a power-packed 
butt for hooking and landing fish. 


BALANCED TACKLE SETS 


Appealing combinations of perfectly 
matched rods and reels designed to 
go together for perfect fishing perform- 
ance. Complete outfits 
are available for every 
type of fishing — from 


$18.95 to $58.95. 


SALT WATER SERVICE REELS AND RODS 


Shakespeare Company, Dept. ASP-10, Kalamazoo, Mich. 
Please send full color illustrated catalog and price list. 


Name__ 


Address 


City ™ Zone State 
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then that approximately two-thirds 
of all companies gave Christmas 
gifts. This was based on a very simi- 
lar questionnaire, sent to a similarly- 
selected group of readers. The figure 
we arrived at in 1958 was consistent 
with previous surveys that we had 
carried out, as well as with surveys 
others had sponsored. 

Why, then, this discrepancy? It 
seems to be a matter of sampling, 
and this in itself reflects, we believe, 
a changing attitude towards busi- 
ness gift-giving. It is apparent, from 
a study of the returns we received 
this year, that most companies which 
give gifts one year, continue to give 
them. The decline in gift-giving 
among the group who responded 
this year is not statistically signifi- 
cant. But through a comparison of 
the reports on 1958 practice, one re- 
ported now, the other three years 
ago, it is clear that the two groups 
are not the same. 

In general, a mail questionnaire 
draws responses from those who are 
most concerned with the problem. 
This introduces a certain bias into 
the results. For example, if you sent 
a questionnaire to all your high 
school classmates, those who have 
done less well than they had ex- 
pected will simply fail to reply to 
the survey. This will introduce a 
bias into your survey results, and 
you will show a higher level of in- 
come achieved than is actually true. 

The increasing emphasis on the 
ethics of business that has devel- 
oped during the past few years has, 
apparently, made people more de- 
fensive about their position. It is 
obvious that there has been little 
actual change in the percentage of 
companies giving gifts. A_ slight 
drop-out of companies has been 
almost entirely balanced by others 
adopting the practice. What has 
changed is the desire of companies 
which do not give gifts to put them- 
selves on record, even if anony- 
mously, as being on the “No” side. 


> Almost all of those who reported 
giving gifts were willing to report 
in some detail on their practices, 
and the remainder of this article will 
deal largely with the situation of the 
approximately 50% who do give 
gifts as a matter of regular practice, 
and who expect to continue. 

We asked our readers what they 
thought was the general trend in 
the cost of gifts being given, and no 
clear pattern emerges. About 61% 
felt that there had been no change 
in the average cost per gift over the 
past three years, while the balance 
was almost evenly divided. Twenty 





percent thought costs were rising; 
19% falling. When it came to the 
question of the length of the gift 
list, the situation was not quite as 
stable. 49% of the respondents re- 
ported that there was no or little 
change in the number of people to 
whom their company was giving 
gifts. Again, the balance was almost 
evenly divided, with 25% reporting 
the lists growing in length, and 26% 
cutting down. 


How Many Gifts? 


When asked how many gifts were 
given in 1960, the answers ranged 
from zero to as high as 10,000. The 
detailed breakdown showed that 4% 
of the lists were under 10; 48%, 
10-100; 25%, 101-300; 8%, 301-500; 
1%, 501-700; 3%, 701-1000; 11%, 
rniore than 1000. As might be ex- 
pected, the larger companies had, in 
general, the larger lists. Of the over- 
500-employe companies, 27% of 
them had gift lists over 1000. This 
dropped to 14% for the 101-500 
companies, and way down to 4% 
and 3% for the two smallest groups. 

The most common gift list for the 
companies with less than 50 em- 
ployes was 10-100, which claimed 
60% of the respondents. This group 
also included 64% of the 51-100 em- 
ploye companies. For the company 
with 101-500 employes, 35% had gift 
lists between 10 and 100, while 39% 
fell in the 101-300 category. 


How Much Money was Spent? 


The average cost per gift, as re- 
ported, ran from 15¢ to over $100. 
But the latter was an exception 
rather than the rule. 51% of the 
companies responding reported an 
average gift cost of under $5, and 
85% spent less than $10 per gift. 

One might think that the larger 
the donor, the more expensive the 
gift, but this doesn’t seem to be true. 
Of the biggest companies in our 
breakdown, those with over 500 em- 
ployes, 95% reported spending under 
$10 per gift, while only 79% of the 
50-100 companies stayed under that 
limit. On the other hand, fully 60% 
of the very small companies spent 
less than $5 per gift, while this was 
the only group to report spending 
more than $100 average. 

The total amount spent, of course, 
depends on both the size of the list 
and the cost of the gift. It is difficult 
to strike a meaningful average. But 
for what it is worth, here is an anal- 
ysis of the total budgets of those 
companies which reported figures 
in enough detail for us to do some 
figuring. And almost all of them 


ROULETTE DESK PEN 


Spin it by hand or depress the pen holder 
and the romantic aa wheel goes into 
action. This conversation piece is dec- 
oratively blended into an indispensable 
desk item of superb refinement and taste. 


HAWAII BOOK 
The Hawaii Book was designed for the 
Brown & Bigelow Library Plan. Bound 
in rich leather, with its exclusive etchcraft 
cover, it will become an heirloom to those 
who receive it. 


PICTURE FRAME TWO-DECK SET 


This solid walnut hand-rubbed case con- 
tains two decks of top quality playing 
cards. With the cards removed, the case 
becomes a double picture frame that will 
blend into the decor of the finest home 
or office. 


* The annual question . . . yet, no 

one seems to do anything about it. 
Almost no one, that is, because at 
Brown & Bigelow, we can and are help- 
ing our customers build preference with 
their customers with tested, proven 
Remembrance Advertising plans and pro- 
grams that are different. 


Being the world’s largest producer of 
Remembrance Advertising, we firmly 
believe in the year-end-remembrance 
tradition, and we help thousands of our 
customers select proper remembrances 
that reflect the quality of their firm or 
the good taste of the individual. 


We offer ideas, plans and programs that 
are different . . . that help preserve the 
important customer good will and pref- 
erence you have built. From the 
moment your buying decision is made 
until the day your customer proudly 
shows off his gift, you can trust Brown 
& Bigelow with all of your handling, 
packaging and mailing details. Re- 
member also, the gift you select through 
Brown & Bigelow is exclusive and is not 
available on the retail market. 


You can do something different this year. 
Drop us a note on your firm’s letterhead 
for your free brochure entitled ‘““Remem- 
brance Advertising Plans.” We will 
thank you for your inquiry with a Four- 
Year Executive Planning Calendar. 


BROWN & BIGELOW 
Kemembrance ptdvertising 


Se 


PAUL 4, MINNESOTA 


A DIVISION OF STANDARD PACKAGING CORPORATION 


SALES OFFICES IN ALL PRINCIPAL U. S. CITIES AND 49 COUNTRIES ABROAD. 
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gave us the information. Since we 
asked about the 1960 season, these 
figures were presumably available 
in the company books. 

The budgets ranged from a low 
of $3 (which is hard to believe) to 
a high of $19,500. Again as might be 
expected, the larger the company, 
the larger the total amount it spent 
on gifts. As one indication, the two 
smallest company groupings had a 
median budget figure of about $500; 
the 101-500 group fell in the $1000 
bracket, while the large companies 
had a median of about $1500. 

How much validity this figure has 
is a little difficult to say, but it 
seems interesting, and we have it, 
so here it is. The 187 companies 
which answered our questions spent 
a total of just under $250,000 on 
Christmas gifts for their customers 
and prospects in 1960. 


Who is the Gift Buyer? 


In our questionnaire, we asked 
“Who picks out the gifts for your 
company?” and listed, with spaces 
for checking, the advertising man- 
ager, the sales promotion manager, 
the public relations director, the 
president, the sales manager, with 
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a blank for any others responsible. 

This is not an easy question to 
answer. In the first place, selection 
in most companies seems to be a 
committee matter. The average 
number of titles mentioned on a 
return was 1.54, with the smaller 
companies, of course, more often 
assigning the responsibility to a 
single individual. 

In addition, not all these titles 
exist in all companies, especially 
the smaller ones. There are fre- 
quently combinations of titles, espe- 
cially that of advertising and sales 
promotion manager. 

In the smallest companies, the 
president was listed on 60% of the 
responses, but this percentage, as 
might have been predicted, went 
down as the size of the company 
went up. Only 21% of the presidents 
of the 101-500 companies were in- 
volved in gift selection, and when 
you stepped up to the over-500 
group it dropped again, down to 
19%. 

The most important man in the 
largest companies is the sales pro- 
motion manager, who participates in 
the decision 43% of the time, while 
the sales manager was included in 
38°% of the lists, followed close be- 
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Two Christmas Guides 


Reprints of earlier articles that may be 
helpful in planning your Christmas pro- 
gram are still available at 25¢ each. 
Send your remittance to A&SP Reprint 
Editor, 200 E. Illinois St., Chicago 11. 
283—How to Buy Your Business 
Christmas Gifts, by Robert B. Koni- 
kow 
261—How to Get an Effective Christ- 
mas Card, by Bette Macon 


hind by the advertising manager, 
with 36% of the mentions. The pub- 
lic relations directors of this group 
were mentioned 17% of the time, 
the highest in any of the four 
groups. 


When Are Gifts Bought? 


Companies are like people — they 
seem to postpone their Christmas 
shopping until the last possible 
moment. But unlike people, com- 
panies cannot wait until Christmas 
Eve to make up their minds and 
get what they want. As a matter of 
fact, only 8% of the companies who 
answered our question on this sub- 
ject waited until December, and 
most of these were the smaller firms, 
15% of which couldn’t make up 
their minds. 

October and November are the 
two busiest buying months, with 
55% of all selections being made 
then, but 60% of the over-500 firms 
do their buying in this period. 20% 
of the orders are placed in Septem- 
ber, and only 17% in the rest of the 
year. Almost nothing is bought be- 
fore July 1. 


What Do People Say About Gifts? 


This is, perhaps, the most interest- 
ing and provocative section of the 
questionnaire. It was purposely left 
wide open for comments, and thus is 
difficult to pin down to figures 
and percentages. But as one reads 
through the responses, one gets a 
feeling that there is considerable 
discontent with the way things are 
today. Many respondents cite com- 
pany policy against giving or re- 
ceiving gifts, and do so with little 
apparent emotion, although some of 
these do get excited about the issue. 
Then there is a group which gives, 
but rather reluctantly. Finally, there 
are those who feel that Christmas 
gift-giving plays a useful and bene- 
ficial role in promoting good busi- 
ness relations. Without further 
comment, here are some of the re- 
marks: 





JAPAN: Rice fields and Mt. Fujiyama. Photographed 
by Chester Kronfeld for Pan American Airways Calendar. 


Start off right...with Calcofluor’ White 


...1t’s your best insurance against lifeless printing! Cyanamid’s famous 
brightener makes paper whitest white so colors have more impact. ..con- 
trasts are sharper...typography is crisper, cleaner. Even black and white 
printing takes on a “new dimension.” Naturally, your customers are delighted 
...so better printing results become better business results for you! Papers 


treated with Calcofluor White are available from leading mills in a wide 


variety of weights, grades and finishes. ¢ American Cyanamid Company / 


Dyes Department / Bound Brook, New Jersey. 





“Capitalize 
For better, consistently brighter 


fluor. This optical brightener, developed by 
Cyanamid especially for paper, whitens and 
brightens coated and uncoated paper and im- 
proves legibility. Calcofluor-treated papers also: 
e add new excitement to photographic repro- 
duction — whether black and white or color e get 
the most out of printing inks, art work, en- 
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‘on Calcofluor-treated Paper 
printed pieces 
. always be sure the paper contains Calco- 


craftsmanship e give printed pieces more eye 
appeal —assure higher readership e imply ‘‘better 
quality’’—create a more favorable — 
image. To enjoy all these benefits... simply 
specify Calcofluor-whitened paper, now avail- 
able in nn grades and finishes. Leading mills 
make it... paper merchants everywhere can 
supply it. ‘Use it on your next job and see the dif- 
ference! e American Cyanamid Company / Dyes 


gravings—underscore fine printing Department / Bound Brook, N. J. 





® Hope to eliminate it—Advertising 
manager, large manufacturer, Mur- 
ray, Pa. 


® Good public relations to give to 
public officials, ete—Buyer, Bloom- 
ington, Ill. 


@ We have not given gifts in recent 
years, but are considering for this 
year. There is some doubt among 
company executives as to whether 
gifts have any value to company — 
Advertising manager, manufacturer, 
Los Angeles 


© Do not feel that they affect the 
obtaining of new business, but do 
believe they serve as a reminder 
every time they are used — Region- 
al manager, magazine publisher, 
Cincinnati 


e I don’t approve of receiving gifts 
from suppliers, but since I do, it is 
the least we can do to reciprocate 
by sending them a gift box with our 
own merchandise — as a gesture 
— Merchandising display manager, 
manufacturer, New York 


e Although my company is reluc- 
tant to start gift giving, I must ad- 
mit as a recipient I think on a 
limited scale it is most effective — 
Director of marketing and public 
relations, manufacturer, New York 


e Has become so habitual we ex- 
pect only conventional thanks— 
Sales promotion manager, manu- 
facturer-retailer, Los Angeles 


e It’s a tough job selecting one gift 
to please 650 people. Gets harder 
every year — Advertising manager, 
manufacturer 


e As a manufacturer, we do not 
give gifts per se, but we do send an 
elaborate Christmas greeting, a 
calendar card and wall calendar. 
I see nothing wrong in receiving 
gifts worth $10 to $15 — Director 
of advertising, manufacturer, Bris- 
tol, Pa. 


Tell him I'm not ready to see him now. 


e Politically and diplomatically 
troublesome. Dilutes claim that we 
are successful only because of qual- 
ity and service. Too costly for large 
manufacturer unless gifts are used 
which are below our conservative, 
prestige reputation — Sales promo- 


tion manager, manufacturer, New 
York 


e I appreciate receiving gifts given 
in sincere feelings for the season 
and not as “come-ons for future 
business,” and I give with the same 
idea — Advertising manager, man- 
ufacturer, Austin, Tex. 


e My experience has been that gifts 
in business are no good unless there 
is a strong personal relationship and 
then it becomes a personal rather 
than business — Sales manager, 
service organization, New York 


© Do not do any good in our busi- 
ness; however, forced to give be- 
cause of competition — V. P. (sales), 
manufacturer, Fayetteville, N.Y. 


e All right, but sometimes too ex- 
travagant — Advertising manager, 
manufacturer, New York 


e Most of our gifts vary in price 
from a few dollars to $50 or more, 
depending upon recipient. We also 
import items of unusual interest 
to our list — Advertising director, 
manufacturer, Cincinnati 


e It is important but does not nec- 
essarily increase efficiency. By the 
same token, it keeps a status quo— 
Director of promotion, publicity, 
advertising, service organization, 
Los Angeles 


e Makes me feel more kindly to- 
ward company to receive remem- 
brance, if cost is kept to point where 
it doesn’t seem to be a bribe — 
Advertising manager, manufacturer, 
Paris, Tenn. 


e They are OK as long as they are 
useful and inexpensive — Sales 
promotion manager, service organi- 
zation, Evanston, Ill. 


e Gifts should be of low enough 
value that there can be no suspicion 
of bribery or payola — Vice presi- 
dent, service organization, Boston 


e I like to give gifts and I like to 
receive them — President, manu- 
facturer, Cleveland 


e Expression of gratitude done in a 
simple small way is satisfactory. 
Expensive gifts rate as bribes — 
Advertising manager, manufacturer, 
Cincinnati 


© No budget for this, but feel busi- 





Suddenly 


you're 


a 

Hero 
because it took an “act of 
heroism” to find the most 
UNUSUAL gift-giving idea 
for customers,employees and 


friends EVER SEEN! 
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..and your customers, ap- 
preciating your “heroics,” 
would call to say “THANK 
YOU” for your unique and 
wonderful remembrance and 
thereby open the door to AD- 
DITIONAL SALES! Even 
your employees showed their 
appreciation in the many 
small ways only YOU would 
understand. 


kkk 


If you buy gifts (between 
$7.50 and $100.00 each), 
you ll surely want to see this 
unusually practical, sensa- 
tionally simple and refresh- 
ingly different way of saying 
“THANK YOU" to the peo 
ple who are IMPORTANT 
TO YOU AND YOUR 
COMPANY ae 


WRITE FOR MORE INFORMATION \e 
TODAY Ic 


Automated Gift Pian, Inc., 
80 Park Avenue, New York 16, N. Y. 


ASP- 12a 


Please send further information 


art —— 


We use approx. __ Gifts in the $7.50 to $100 00 price range 


Gift Beokerds alse available fer 
Sales & Incentive Pregrams 
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~ ALL-NEW CENSUS EDITION, \-~ 


3 


{LF 


; A : 
1 ssatesaankse “s +e 


~~ 1961 RAND MSNALLY 


Road Atlas 
eR 


UNITED STATES 
7 Tas) 
Lt 8 die) 


Yi 


COMPANY IMPRINT 
ADORES 
ee tees: 


FOR CLIENT OR PROSPECT 


Every time it’s consulted—at home, in the office, or on the road—the 
Rand McNally Road Atlas will be a gift that’s warmly appreciated. 


This deluxe edition, impressively bound with Pajco Lexide, can be im- 
printed if desired. Content, of course, includes the most definitive road 
maps printed for each of the 50 states, Canada and Mexico, plus additional 
maps of all important cities and national parks. Rand McNally’s traditional 
accuracy and legibility makes this Road Atlas a valuable reference for years 


to come. Complete and official 1960 census figures are included. 


RAND MSNALLY & COMPANY + COMMERCIAL DIVISION 


CHICAGO 80, P.O. BOX 7600 «© NEW YORK 22,405 PARK AVENUE e SAN FRANCISCO 5, 432 MARKET STREET 


for further information and prices please write: 


MRA MaINT WANN NA NTT se 
— 


sansa FREE ON REQUEST 
les Year 'R 
IDEA ART 


om | > New York 





ness gifts are a must — Sales pro- 
motion manager, service organiza- 
tion, New York 


e Gifts represent, in my opinion, a 
bribe. Business is business. Whoever 
has what I think my company needs 
to enhance its profit, gets a sale. 
Otherwise gifts, lunches, gab or 
what could not convince or alter my 
position—Advertising manager, 
manufacturer, Erie, Pa. 


e Given as a token, not to officials, 
but key personnel who deal with 
us. Something more than a card, but 
inexpensive, useful and personalized 
—Advertising & sales promotion 
manager, manufacturer 


> And I would be somewhat less 
than human if I failed to include 
this quotation from a supervisor of 
industrial publicity of a Cincinnati 
manufacturer, who reported that he 
sent out about 50 gifts to editors: 
“Editors are not customers or pros- 
pects, but they are perhaps more 
deserving of a thank you expres- 
sion.” 44 


IN THE MARKETPLACE. 


® Quickie-Cutter Knife ... A com- 
pact plastic case with an opening 
for the inserted razor blade edge. 
Case is available with gold or color 
imprint; blade is easily removed for 
refill. . . The Highsmith Co., Fort 
Atkinson, Wis. 


@ Portable Garment Rack .. . 
Giant-sized rack holds up to 50 gar- 
ments with space for hats, shoes, 
galoshes and hang-up hooks for 
umbrellas, purses, etc. Measures 
542x3’ and comes with 2” casters. .. 
Ekco Products Co., 1949 N. Cicero 
Av., Chicago 39. 


e Miniature Tool Kit ... A red 
vinyl tool rol with 5 GRC minia- 
tures of familiar hand tools—tin 
snips, screwdriver, shears, pliers and 
jack knife. Face of the tool roll is of 
transparent plastic and can be im- 
printed. All tools actually work and 
are perfectly scaled, zinc diecast 
reproductions. . . Gries Reproducer 
Corp., 114 E. 4th St., New York 
16. 


e Star-Fold Maps ... A wallet- 
sized folder that snaps open into a 





more successful 
promotions... 


Idea Books Bites 


of Better Homes & Gardens 


famous home-service books have brought ot . 


success to so many premium promotions. L 
coupon below, too 


s i an ; f Remar i Cenien ' Better Homes & Gardens 
4 Ena Ce LF ic nN ; ag * ray ‘ ' 
DID piace ’ DECORATING SEWING 


oR ek MINN a mmaes| b nee BOOK ¢ 
Bom = TE bik er . GARDEN Swng HOM: TO 


: : - for home and family 
mh ape  # fe | BOOK 
a A @ (ail ae 


, . = - 
WWE Sie - 
| : 
eam mt cael * 
America’s best-selling cook- 1,065 essential home repairs Basic guide for the home Better Homes & Gardens’ 
book .. . in fact, America’s made easy for Mr. Do-lt- decorator. Practical, how-to best-selling guide te garden- 


top hard-cover best-seller in Yourself. Ring-bound, full of guide for every room. 480 ing, lawn care, landscaping. 
any category! Retail: $3.95 photos Retail: $4.95 _ illustrations. Retail: $5.95 Revised edition. Retail: $4.95 


The complete how-to book 
of creative home sewing — 
most authoritative in the 
field Retail: $3.95 


You can concentrate on selling your promotion when you Mr. William Buchholz : 
’ , patie: ae . Book Division 10-2-61 

build it around Idea Books. Over 18 million have been sold. Better Homes & Gardens, Des Moines 3, Iowa 

They are nre- ; r ational advertic; aach} Dear Mr. Buchholz: 

They are pre sold in full-color national advertising reaching © con Seimmneed Wn & Geen Metnet 4 Gesiliiy Reis Gon ene 

27 million readers. They perform a useful, lasting service. motion. mig we 

. 1 . : eas (1) Please send me complete information, including quantity 

FREE OFFER: Mail this coupon before midnight, Octo- — 


ber 30. 1961. and receive an IDEA Book FREE! Attach } Please have your representative call on me. 


I am sending this before midnight, October 30, 1961. Enclosed 
coupon to a note on your company letterhead, is a note on my company letterhead telling you which IDEA 
telling us which book you want — and how you Book I wish to receive and how I plan to use or offer books 


‘ Fe > > «sc No celf-liquida- NaME. 
plan to offer or use the books. No self cause ncn lee 
tions, please. (Offer is limited and subject to ; & ADDRESS 


cancellation at any time. ) MEMBER Civy & Stat 
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1B Orders must 


NOW ... you can give 
Martha Washington’s 


GREATCAKE 


A special delicacy you'll never forget, 
served by the gracious Hostess of MO’ UNT 
VERNON at Christmas and on other 
““Great’’ days. Baked from her recipe 
which begins: ‘TAKE 40 EGGS . 
Not a fruit cake, but a golden brown 
sweet made from the choicest ingredients, 
including candied peels, brandy and 
sherry. * . . 
It’s delicious . . bistoric 
; . from Old Virginia 
Your customers, = friends . . . : 
and your own fami . will be de- 
lighted to receive one of these authentic 
E Great Cakes. Charmingly pack- 
aged, INCLUDING A _ FACSIMILE OF 
E ORIGIN AL RECIPE. 
1% Ibs., baked in TURK’S HEAD mould, 
(illustrated) $3. 15; 24% Ibs., baked in 
OBLONG form, $5. 65, postpaid anywhere 
in continental: U.S.A. and to APO addres- 
ses. Greeting card enclosed if requested. 
placed early, with check 
or money order, to: 


LUCY ANN GRAY, INC. 
P.O. Box 510 (AP) Alexandria, Va. 


POLIS T TITS 


Exotic, unusual mailings 
lade ay 
your special promotions. 


Free 24-page Catalog 


€ ORCHAWAII > 

ORCHIDS OF HAWAII, INC. 

305 7th Ave N.Y. 1, N.Y. + OR 56500 
Branches 


© 469 E. Ohio St., Chicago 11 7 467-5765 
@ 24421 Narbonne Av., Lomita (L.A), Cal. - 0A 5-0381 


Commemorate the 100th An- 
eee niversary of the first Christ- 
esse mas of the War Between the 
States with a Civil War- 
related gift so unique and 
timely your customers and 
friends will always remem- 
ber the giver 


1861 * The Remembrance thet 

wilt be Remembered * 1961 
Send for FREE CATALOG of 70-odd fascinating 
gifts, suitable for Rebel or Yank or both, priced 
from 50¢ to $39 (retail) — military miniatures 
statuettes, lighters, games, posters, jewelry, china- 
ware, etc. Generous quantity discounts for Christ- 
mas use, special arrangements for premium and 
sales promotion programs 

Dept. BX-3, AMERICANA HOUSE 


P.O. Box 32, Chesterton, ind. 








Advertising & 
Sales Promotion 


‘or 
ADVERTISING RESULTS 
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treasury for 
Young Readers 


Tie-In Offer . . . An unusual promo- 
tion is being tested by Royal Vernon 
Line of notebook paper and Reader’s 
Digest Assn. Special sheet, contain- 
ing selling copy, is packed with school 
paper in polyethylene bag. Reverse 
has more copy. 


542x7” multicolored detail map of 
city, country, etc. Imported from 
West Germany, the maps cost ap- 
proximately 7¢ apiece .. . 5¢ for 
large quantity orders. . . Intra Ex- 
change Inc., 8251 Maryland Av., St. 
Louis 5. 


@ Pocket Humidity Indicator .. . 
The “Humigraph,” a miniature 
chart, contains seven sensitized col- 
or-change panels reading from 10% 
to 80% relative humidity. The chart 
measures %4x214” and has adhesive 
backing for affixing it to cards, let- 
terheads, advertising material, 
packages, or directly to the surface 
of instruments or equipment. Life 
of each chart is two years and the 
Humigraph reacts continually as 
humidity changes. A sample pack- 
age of 12 Humigraphs is available 
for $1... Andrew Technical Supply 
Co., 1743 W. Rosehill Drive, Chicago. 


@ Play-Tray Tables . . . Designed 
for children, this line of tray tables 
features cartoon drawings of Disney 
characters such as Mickey Mouse, 
Pluto, Donald Duck, Pinocchio and 
the new Professor Von Drake. Re- 
tail price for table and stand or bed 
tray starts at $1.79. .. Marsh Allan 
Mfg. Co., 1971 W. 85 St., Cleveland 
2. 44 


Chewing Gum Match Books 
Produced as Ad Specialty 


Chewing gum in a match pack 
has been introduced as a specialty 


item by Ad Book Co., Peoria, Ill. 

Marketed under the name “Ad 
Gum,” the package offers all the 
advertising space advantages of a 
regular match book plus four in- 
dividually wrapped sticks of gum 
inside. 

Match packs are made up on 
white Kromekote stock with red 
imprint. Prices range from 0.075¢ 
each in orders of 500 to 0.037¢ each 
in orders of 5,000 and up. 

Sales literature is available. 

+ for more details circle 1028, page 139. 


Lustro Ware Catalog 
Shows Plastic Premiums 


A catalog of colorful plastic items 
for premium or specialty use has 
been released by Columbus Plastic 
Products Inc., Columbus, Ohio. 

All houseware items, the line in- 
cludes waste baskets, baskets, stor- 
age bins, canister sets, doilies, cook- 
ing accessories, towel racks, refrig- 
erator sets, dish washing equipment, 
hampers, lawn hoses, etc. 

Each item is shown in color and 
includes specifications and prices. 

- for more details circle 1029, page 139. 


New Line to Enter 
Premium Market 


H. Wenzel Tent & Duck Co, 
producer of camp tents and sleep- 
ing bags, has announced the entry 
of its line into the premium field. 

A complete program featuring a 
full-color catalog, no inventory in- 
vestment plan and shipment has 
been established for Wenzel prod- 
ucts which include camp tents, play 
tents, sleeping bags, insulated un- 
derwear and insulated jackets. 

For complete information and a 
copy of the premium catalog, con- 
tact H. Wenzel Tent & Duck Co., 
Premium Sales Dept., 2200 S. Hanley 
Rd., St. Louis 17. 44 





(anmoun The Ham what Pte 


keeps 
your message 
right in your 


customer’s 


That's right! The SWING-A-WAY Portable Can Opener and Portable 
Knife Sharpener will keep your message or trademark in the hands of 
the people you want to sell! It can be permanently silk-screened on 
the surface of these two, most-wanted products. Last year the average 
household opened 788 cans. Man, that could mean 788 impressions 
for your company or product. And, what a memorable, lasting 
impression is created when a knife is really satisfactorily sharpened 
with the SWING-A-WAY Portable Knife Sharpener. Traditional 
SWING-A-WAY quality truly reflects the quality of your company, 
and SWING-A-WAY products are backed by a specific 5-YEAR free 
service GUARANTEE. Send coupon for further details. 


Clip this Coupon - Mail it now! 


SWING-A-WAY Manufacturing Co. 
4100 Beck Ave., St. Louis 16, Mo. 


Please send me full information on the 
SWING-A-WAY Portable Can Opener 
and Portable Knife Sharpener, including 
prices in large and small quantities. 


NAME 
COMPANY 
ADDRESS 
CITY 
STATE 


SWING-A-WAY MANUFACTURING COMPANY « ST. LOUIS 16, MISSOURI "4 Sa SARS GS CA S00 GS SE NOES S' 
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Decorative Tray A handsome pierced 
tray in William A. Rogers silverplate. 
Available in a range of sizes, the 122” 
about $6. Quantity prices upon re- 
quest Special Promotion Division, 
Oneida Silversmiths, Oneida, N.Y 


Beauty Crest Set .. . A beautifully de- 
signed set for patio or porch. Made of 
wrought iron in a frosty white bon- 
derized finish accented with robin blue 
or tangerine table top and padded seats 
Wear and weather-resistant; table, 28” 
high, 24” diameter. Price, per set, about 
$25. Duchin Creations Inc. 230 Fifth 
Av., New York 1. 


October 1961 


Danish Modern Syroco . . . Clean design 
for contemporary decor with a moulded 
dial face which requires no glass case. 
Hand-applied finish in mellow walnut 
with smart color accents. Available in 
an 8-day, wind-up style for $30; bat- 
tery-run wall clock, $35. Syracuse 





Our Christmas portfolio of business gift ideas for 
executives has become an annual tradition with the 
editors at ApvertTisinc & Sates Promotion. This 1961 
edition of the portfolio represents six months of search- 
ing and collecting until a final selection was made. We, 
here, are especially proud of the results, not only for 
the actual items shown but for the idea-starting stimuli 
they can give advertising and business executives who 
are just beginning the search we have just finished. 

Prices quoted, for the most part, are retail prices but 
most of the manufacturers listed offer quantity discount 
prices. Many of the manufacturers have other products, 
along the same lines as the gifts shown in this port- 
folio. This sometimes made our selection even more 
difficult than it was. We chose our favorite gifts but it 
might pay the prospective purchaser to write for a cata- 
log or sales literature showing the complete line. 

Also worth looking into is the possibility of having 
the gift shipped directly from the manufacturer to the 
recipient. There may be extra charges for this kind of 
shipping but usually no greater than the buyer 
would pay on his own. Finally, Merry Christmas from 
A&SP to its readers. 44 


THE NEW YORK TIMFS 


New York Stock Exchange Trading 


T I Sted Pac 

41%y 29% Suburb Ga 

33Uy 18% Sudurd prop 

20g 13% Sun Chem 60 83 1BSg 17g 17%y4 1 
824 Sun Ch pf 4.50 t 70 871g 8642 Bit, 


Wakasuma Heads .. . Book-ends, each 
hand-carved from one solid block of 
ebony. Imported from Tanganyika, East 
Africa, each head measures from 107 
to 12” high. Retail, $14.95 per pair. 
Afri-Craft Inc., 713 Phillips Av., Toledo, 
Ohio. 


Blue Cheese Wheels . 
to protect the creamy texture. Keeps indefinitely when refrig- 
erated. Wheels are available in 2-lb. size for $3.30; 4-lb. size, 
$5.50. Maytag Dairy Farms, Box 506, Newton, lowa. 


. . Famous Maytag rounds, foil-wrapped 


Franklin Magnifier . . . A reading tool 
which gives automatic focus without dis- 
tortion. Lies flat on page, leaving 
hands free for work. Wallet-size of 52x 
1” provides magnified area showing up 
to five lines at a time. With carrying 
case, $1.98 each. Franklin Magnifier 
Co., 1133 Broadway, New York 10. 
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P-A-C¥ 


Pocket 
| aL 


ONT 
OR YOUR 


Powerru 
Abvertisinc 
Commooity 


It's here! The handy, low-cost pocket 
calendar with your own imprint on 
front and back covers. PeAseC is an 
effective sales stimulator and good- 
will booster. Designed and priced to 
meet the demand for a useful, give- 
away sales promotion tool. 

WRITE, WIRE OR PHONE TODAY FOR 
SAMPLES AND COMPLETE INFORMATION 


LITHOGRAPH, INC. 
219 W. WAYNE ST., DEPT. C 
FT. WAYNE, INDIANA * PHONE A-7141 


ta 


. 





Your Most Valued Possession, 
meus LS 


a 
eae 


oa ea Ra ee 

Create a Swiss Embroidered 
Emblem FOR YOU! 

SWISS Embroidered Emblems with your 


¢ BrandName ~« Firm Name 
¢ Motto ¢ Slogan 
HAVE HUNDREDS OF SALES PROMOTION USES! 


FREE DESIGN SKETCHES IN FULL COLOR. Send 
s clippings, photostats or photos etc. Also specify 


« Trade Mark 


| quantity of emblems you will need, FREE 68- © 


PAGE CATALOG ON REQUEST. 9 
A-B EMBLEM (4, 
Fourth Generation in The Finest Swiss Embroidered Embiems 
519 30th St., Union City, N.J. 
Use handy coupon 

519 30th St, 
A-B EMBLEM CORP. cay, te 7 
Please send me your catalog. 
Firm Name 
ee 
Address .. 
City . 
Zone ... 


AS-10 
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Selling Sentence 5 


Ship’s Desk Clock A solid 
mahogany case, seconds, 12 and 
24-hour bands; international signal 
flag band. Arrow-shaped brass 
sweep hand. $24.95. Sessions Clock 
Co., 65 E. Main St., 
Conn. 


Forestville, 


The Magic Lectrilita . 


4 The Slam-Bo .. . A find for the golfer in a 
tested device that heats golf balls to give them 
from 20 to 30 extra yards on each drive. Jon- 
E Warmer fits into the Slam-Bo case. Slam-Bo, 
gift packed, $7.75. Aladdin Laboratories, 620 
S. 8th St., Minneapolis. 


. . A sleekly designed desk or table lighter featuring an elec- 


tronic match. Battery-operated, the user simply lifts out the ‘‘match”’ for lighting 


power. List price, $15. Latama Inc., 


6 North St., Mount Vernon, N.Y. 





Coin Desk Sets . 


. . Attractive desk pen sets featuring full sets of uncirculated minted 


coins of the United States encased in sparkling Lucite. White, black or crystal centers. 
Price, $9 to $11 each. Ventures in Progress Inc., 212 W. Tenth Av., Amarillo, Tex. 


Electric Greenhouse . . . A portable gar- 
den with removable planting trays, soil, 
and plant Retail, $21.95 
Westinghouse, Portable Appliance Div., 
264 E. 4th St., Mansfield, Ohio. 


‘“‘vitamins.”’ 


Soil Testing Kit . . . Good gift for a 
gardener-hobbyist. Kit shows soil needs 
and tells how to get maximum growing 
power. Green Thumb Kit, Lucite box, 


$9.95. Sudbury Laboratory, Sudbury, 
Mass. 


Pocket Postamatic . . . rigskin case con- 
tains postal scale, postage rate sheet, 
stamp case, mechanical pencil, address 
book, etc. Under $5. Postamatic, 1549 
Belfield Av., Philadelphia 41. 


Golf Course Tray . . . Bent glass tray 
color decorated in image of any golf 
course. Measures 7x9”; delivery, 5 wks. 
$1.25 each in 250 lots. Edwin W. Lane, 
32 W. Randolph St., Chicago. 


suddenly 


you 
Stole _ 
ates 


Show” 


and became a “FOUR 
STAR SUCCESS” overnite 
..all because you gave some- 
thing DIFFERENT at 
Christmastime. In fact, you 
gave the most UNUSUAL 
gift to customers, employees 


and friends EVER SEEN! 
> a. ae. ae. 
You were a REAL “HIT,” 


and your customers, appre- 
ciating your “DELIVERY” 
would call to say “THANK 
YOU” for your unique and 
wonderful remembrance and 
thereby open the door to 
ADDITIONAL SALES! 
Even your employees and 
friends showed their appre- 
ciation in the many small 
ways ONLY YOU would un- 


derstand 


kkk 

If you buy gifts (between 
$7.50 and $100.00 each), 
you'll surely want to see this 
unusually practical, sensa- 
tionally simple and refresh- 
TIS liiteae eee babel 
“THANK YOU” to the peo- 
ple who are IMPORTANT 
TO YOU AND YOUR 
COMPANY. 


WRITE FOR MORE INFORMATION pee 
ya ae ae ae. de, at de ties 


COUPON 
era 
Automated Gift Plan, Inc. 

80 Park Avenue, New York 16, N. Y. 


Please send further information 


Company 


Tone __ State 


api Title __ 


Gilt Beocneras G30 Gvaname tor 
Sales & Incentive Programs 
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&|)PORTFOLIO OF 
first | : GIFT IDEAS 
thing : 

to save 

for your Kebob ‘n Grill. . . A charcoal grill with 


a vertical fire basket surrounded by 
eight electrically rotated skewers. Ver- 
tical grill and drip shield permits heavy 
basting. Retail, $29.95. West Bend 
Aluminum Co., West Bend, Wis. 


Cory Fresh’nd-aire . . . Home or office 
gift in an electric air freshener-deodor- 

f izer. Features include an ultraviolet lamp 
and nylon mesh filter. Can be used on 
wall or desk. $19.95. Cory Corp., 3200 
W. Peterson, Chicago 45. 


The Board Chairman ... A loose-leaf 
address book with a 52-wk. engagement 
pad. Padded leather-like cover with 
Italian design; personalized imprint. 
Price, $1.98 each in 25-lot orders. Giv- 
A-Gift, 33 Wolffe St., Yonkers, N.Y. 


And since doctors estimate that 

one in four of us will develop can- 

cer at some time in our lives, what 

better investment than to learn 

how to guard yourself against it? 

More than a million Americans are 

alive today, cured of cancer, be- 

cause they went to their doctors 

in time. Tb 
For more information, call our near- ote to 
est office or write to “Cancer” in 

care of your local post office. 


The Automemo .. . A memo pad which 
keeps the urgent notes in clear view and 


AMERICAN organizes all the information generally 
kept (and lost) on calendars, scratch 
CANCER pads, etc. Available with imprint. Ex- 


SOCIETY ® ecutive model, $3.95. Zephyr American 
¢ Corp., 95 Morton St., New York 14. 
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Pyrex Casserole . . Olive.green, dec- 
orated with gold designs in the signs 
of the Zodiac. 2/2 qt. size has mounting 
plate, candlewarmer and _ transparent 
lid. $7.95. Corning Glass Works, Corn- 
ing N.Y. 


— Ps 
my 
Party Perc . Revere Ware 14-cup 
pot in stainless steel with copper bot- 
tom. ‘’Swing-lock’’ and hand-grip make 
it good for barbecue entertaining. 
$19.95. Revere Copper & Brass Inc., 
Rome, N.Y. 


FREE 
SAMPLE 


KIT shows the amazing 


power of Faultless 
Advertising Balloons 


Detailed literature and prices .. . 
profitable ideas on store promotions 
. . « displays . . . and other exciting 
ways of smart merchandising with low 
cost Faultless balloons. Write today 
on your letterhead for free sample 
kit. The Faultless Rubber Company, 
Dept. 12, Ashland, Ohio. 


the key-note of 
« calendar advertising. 


Meridian Indoor-Outdoor Clocks Ceramic-colored, 
Italian handcrafted faces. Nine styles; 11 to 14’ in diam- 
eter; electric or battery units. Price range $22.50 to $32.50; 
weatherproof case, $3.75. Howard Miller Clock Co., Zee- 
land, Mich. 


Wr tine trossten segies and Chen 
‘ack by The Meme of Reiihene. oe 
Aerie Sam venqe Won Wen h wed am 
earl Nea cage tome We hs he Dh 8 tea te, 


WRITE for NEW IDEAS— 
how to make desk calen- 
dars powerful selling tools. 


VEVER ihm On 
eae 


MANUFACTURING CO. 
Western Cooler Round-Up Set .. . A tray of natural hard wood with a metal rim and ; Pe Toes 


rope handles plus six 10-0z. amber glasses wrapped with walnut holders and gold- 
tone metal bands. $9.95. Benner Glass Co., 5329 Powers Av. Jacksonville, Fla 
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a AY 


Cheese ‘n Sausage .. . Five kinds of 

4 a ys ad Wisconsin cheese plus braunschweiger, 
. liver ‘n bacon, liverwurst and smoked 

Le : farm style summer sausages. $6.75. 


«(cca Nace» tala Wisconsin Cheese Makers Guild, 6048 


a Y ery re | ou a \= W. Beloit Rd., Milwaukee 19. 


é&:)) cia)? ey 


simply because you 
“found” the MOST UNUS- 
UAL Christmas gift-giving 
idea for customers, employ- 


ees and friends EVER 
SEEN! 
kkk 

and “everybody’s talk- 
ing about you.” Your cus- 
tomers would call to say . 
“THANK YOU” for y bv 

ies so Oita Personal Postman . . . A gold-finished PERSONAL 
unique and wonderful re- 

; scale with fine jewelry detail and styling. POSTMAN 
membrance and thereby PRECISION 
eaten cage orares ADDL 2-0z. size, $2.95; 10-oz. size, $3.95. > ))) LETTER 
TIONAL SALES! Even your — Corp., ne Products Div., 11 S SCALE 
employees and friends arhet St, Hamlerd Conn. 
showed their appreciation in 
the many small ways ONLY 
YOU would understand 


a ae aes 

If you buy gifts (between 
$7.50 and $100.00 each), 
youll surely want to see this 
unusually practical, sensa- 
tionally simple and refresh- 
ingly different way of saying 
“THANK YOU" to the peo 
ple who are IMPORTANT 
TO YOU AND YOUR 
COMPANY 


Le 


Automated Gift Pian, Inc., 
80 Park Avenue, New York 16, N. Y. 


aBP- 7 


Please send further information 


Company —__ 
Mees 


eines debasing Zone __ State 


Cocktail Golf Carpet . . . A 3-D rug which brings golf course hazards into indoor prac- 
a ee -TITLE.. ° 


tice sessions. Rug features extra deep pile ‘‘roughs’; strategically placed fairways, 
greens, sand traps and water hazard; movable rubber ball cups. Made in ‘‘crushproof’’ 


= rr o- Caprolan. Course layout diagrams sent with each set. Measures 6x9’; oval rug, $105; 
my yy 4 4 Programs oblong rug; $129. Berkshire Sales, 945 Yonkers Av., Yonkers, N.Y. 


Gifts in the $7 50 to $100.00 price range 
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Why do the “blue chips” choose Sheaffer 
for premiums or advertising gifts? ae 


These leaders of industry know it pays lasting dividends 
to give their customers a gift that shows it was selected 
with care...one that will be appreciated and used 
day after day, providing a constant reminder of them and - 
their services. And, they also know that one good name \ peoooeaty 
deserves another; when they imprint theirs on a Sheaffer, 
they know they’ve given the best. 
Sheaffer Pens and Pencils are designed to make ideal gifts, 
regardless of the size of your budget. Clip and mail 
the coupon below and we will have a Sheaffer 
representative contact you to show the entire line and 
discuss details and prices. 


Metron is 


Cartridge Fountain Pens 
Fill with handy cartridges 
of Skrip writing fluid you 
carry in pocket or purse. 


New Thin Pencils 

With new spiral grip 

for writing ease. 

Sleeve tip stops lead 

breakage. Mr. Hugh C. Green, Specialty Sales Manager, Dept. AR-1 
W. A. SHEAFFER PEN CO., Fort Madison, lowa 


Please have a Sheaffer representative contact me to discuss details and prices. 
Skripriter Ballpoints This request does not obligate me or my firm in any way. 
Start instantly. The only — 
ball points that write with : A. NAME 
world famous Skrip ball- 1 


point fluid. ADDRESS 
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Smoked Pheasant . . . Whole ringneck 

vs ' a pheasant with almond stuffed olives, im- 

; Fj . : - , ported crabmeat spread, Norwegian 

Ss : \ : peeled shrimp, chicken liver spread, 

y spiced mushrooms and lobster pate plus 

7 ra . P e four different kinds of cheeses. $12.95. 

' ; Sich The Wisconsin Cheeseman, P.O. Box 1, 
Madison. 


* 
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Hour , 
Salesmen 


Capitalize on America’s i 
interest in Temperature 
with OHIO advertising | 
Thermometers! 


Mens Travel Case . . . Top grain cowhide leather case 
fitted with Solingen manicure implements. Com- 
partments provide room for folding alarm, watch, etc. 
Black or hazel; $22.50. Griffon Cutlery Corp., 151 
W. 19th St., New York 11. 
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Hundreds of advertisers 

are using the tremendous 

sales-power of Ohio Ther- 

mometers. Here is a com- 

plete line of standard and 

custom models: tube and : : , “ 

dial . . . 4” to 39”. . . wall, Triple-Play Pal . . . A beach or picnic accessory in a heavy duty plastic bag which 
desk and window types... carries a collapsible table. Bag can be inflated into a pillow; table measures 14x14x 
ae oe 1’ when opened. $3.95. Re-Ly-On Metal Products, 238 Eagle St., Brooklyn 22 
mometer somewhere today. 
Let it remind you to send 
for your catalog. 


OHIO advertising . 
THERMOMETERS P Card-Gift Coaster . . . Combination card 


and gift tray of high-fired vitreous stone- 


The Ohio Thermometer Company ware. Relief design is “Merry Christmas”’ 
23 Wainut Street n all languages, or “’M hri 
\. Springfield, Ohio ' — erry Christmas 


— Happy New Year’. Tray in charcoal, 
white or turquoise. 4/2"’ diam; $1.50. 
Woodmere Mills Inc., Bennington, Ver- 
mont 


~S 
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How to Make 
Your Contest 
succeed 


By Frank W. Gray 


Why do some consumer contests 
succeed and others fail? 

First, let’s consider what is meant 
by success and failure in relation 
to contests. A well-known advertis- 
ing agency which has _ handled 
creative work and advertising sched- 
ules on many contests considers 
that a minimum of 500,000 entries, 
with proof of purchase, marks a 
reasonably successful national cam- 
paign. 

Some promotions of this type 
draw much larger participation. 
Although sponsors are usually re- 
luctant to release figures on num- 
bers of entries, estimates run up 
into millions for some of the big- 
league contests run this year. 


> The success or failure of a con- 
test promotion cannot be measured 
entirely by the number of entries. 
Quality as well as quantity must be 
evaluated. For example, where mul- 
tiple entries are allowed — and 
most contest rules today specify 
“enter as often as you wish” — 
some contestants will submit as 
many as 35 or 40. In one national 
contest, a survey of the winners 
revealed an average of about a 
dozen entries each. Another cross- 
section survey of all contestants 
showed that about 35% had sub- 
mitted more than one entry — in 
fact, the average came to 3.6 each. 
Is this good or bad? From the spon- 
sor’s angle, it means that more units 
of this product have been purchased 
to get the qualifying box tops or 
labels; it also means that a _ half- 
million entries may boil down to 
between 200,000 and 250,000 people 
involved. 


A veteran marketing man draws from his experience 
with contests to outline some of the major factors 
which spell the difference between success and failure 


There are other values accruing 
from a well-conceived, advertised, 
and conducted contest. Such pro- 
motions give greater impact to 
background advertising, they en- 
thuse the sales force, and create 
fresh interest among distributors 
and dealers. Contests also help to 
get front-and-center display space 
in stores, stimulate store traffic, 
often boost multiple unit sales of 
the product, and can result in pub- 
licity values not obtainable through 
more conventional marketing meth- 


ods. 


> The nature and distribution of 
prizes is all important. It is never 
advisable to have one grand prize 
dominate the whole show, without a 
large assortment of secondary prizes 
to attract general interest. Most 
people who enter contests — either 
by writing 25 words or less about 
the product, or by completing a 
jingle, or by solving puzzles, or 
just by sending in name and ad- 
dresses with qualifying proof of 
purchase — usually don’t expect to 
win the top award. They realize that 
the odds are very much against 
them. For this reason, an appealing 
assortment of second, third, and 
fourth prizes is necessary to pull 
maximum participation. 

As to the nature of the prizes, it 
seems logical — as is the case with 
all premiums — to feature things 
which relate to the use or enjoy- 
ment of the product. For example, 
a well-known manufacturer of a 
franchised soft drink ran a highly 
successful national contest a few 
years ago in which an orange grove 
in California (or equivalent value 
in cash) was the headline attrac- 
tion. The orange grove idea had 


excellent pictorial appeal and dra- 
matic impact, as well as tieing in 
with the prinicpal product in the 
line, which was an orange drnk. 

In similar ways, manufacturers 
whose products lend themselves to 
outdoor living themes often feature 
such prizes as vacation trips, bar- 
beque equipment, garden furniture, 
camping and sporting equipment. 
The hospitality theme expresses it- 
self in entertainment and party 
accessories. Soap and _ detergent 
manufacturers often include wash- 
ing machines and dryers, kitchen 
time-savers and modern equipment 
in their prize assortments. 


> One reason why some contest 
campaigns fail in their purpose is 
that they have no well-defined pur- 
poses. Someone in advertising or 
management proposes that a contest 
might boom sales, and away they 
go into a big and expensive pro- 
gram. Veterans in the development 
and processing of consumer contests 
stress the idea of setting up definite, 
rather than general, marketing ob- 
jectives, and tailoring the contest 
advertising and promotion to them. 

The goals may be expanding ter- 
ritories, introducing a new product 
or reviving interest in an old one, 
increasing store traffic, promoting 
full-line selling, stimulating mul- 
tiple-unit sales, or bolstering some 
weakness in the distribution picture. 
Whatever the goal, the main thing 
is to have one. When you know 
exactly what you want advertising 
and promotion of any kind to do 
for you, the chances are much bet- 
ter of getting where you want to 
go. 

This point is emphasized, because 
post-mortems on several unsuccess- 
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A “different” gift that 
builds good will and friendship 


> 6 Tyme fy. 
jo Ses My 
» a ma 


Your customers and prospects will ap- 
preciate your thoughtfulness if you 
give quality food — and if you give 
Old Tyme Mill Breakfast Pak they 
will appreciate and remember! 


Old Tyme Mill Breakfast Pak consists of 
carefully selected, high grade foods — 
fully guaranteed. Priced to fit any budg- 
et. This special Pak contains: Two-Ib. 
bag, Old Tyme Mill special formula 
pancake flour. 

Two-lb. hickory smoked, Rath ham. One 
qt. old fashioned maple syrup. All 
packed in a handsome, distinctive, self 
shipper, Christmas carton. 


This year “remember” with a quality 
Old Tyme Mill Breakfast Pak — a 
gift that will please young and old. 


SAVE TIME SAVE MONEY 
USE THIS HANDY ORDER FORM 


OLD TYME MILL Co., Inc. 

1517 S. Kolmar Avenue 

Chicago 23, Illinois 
Gentlemen: 


Here is my order for Old Tyme Mill 

Breakfast Pak consisting of (1-2 Ib. | 
Old Tyme Mill pancake flour, 1-2 Ib. 
Rath ham, 1-1 qt. maple syrup) in the 
following quantities. 


Quantity Quantity Prices 
Ordered 


1 to 10 — $6.00 per Pak 
ll to 50 5.75 per Pak 
51 to 100 5.50 per Pak 
All orders are final — all orders are 
guaranteed. 
Out of town orders subject to F.O.B., 
Chicago 23, Il. 
Terms — One Percent 10 days. 
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| ful contests have shown that the 


sponsor, or its advertising agency, 
started out with the general idea of 
attracting consumer attention, rather 
than shaping the campaign to a 
predetermined marketing plan. The 
result is apt to be more fuss and 
feathers than success in terms of 
measureable results. 


> The power and push of national 
advertising alone won’t put a con- 
test into the win column. Dramati- 
zation and timing are necessary to 
attract the interest of people. An 
example of effective dramatization 
is the national contest sponsored by 
Canada Dry, which has been re- 
peated several times. (See AR, 
May, 1958). This promotion is called 
the “Silver Dollar Shovel-Off,” and 
entitles the winner to all the silver 
dollars he or she can shovel from 
a pile into a container in a given 
length of time. The windup of the 
last Canada Dry silver dollar carni- 
val was featured on the Bud Collyer 
“Beat the Clock” show, over the 
ABC-TV network. The winner, 
Elliott Blake, gave his all in shovel- 
ling $29,000 in silver cartwheels 
during the prescribed five minutes. 


> During the years when I was in 
charge of advertising and promotion 
for the old Mission Dry Corpora- 


tion (Mission Orange), we cooper- 
ated on local and sectional levels 
with quite a number of our fran- 
chised bottlers on a variation of 
this kind of dramatic promotion. 
We called it “The Silver Dollar 
Contest.” A salesman in a car deco- 
rated with Mission advertising cir- 
culated through the city 
calling on a certain number of 
homes each day. He carried a buck- 
et of silver dollars to the door, and 
if the occupant could show a carton 
of Mission Orange on hand, he or 
she could dip into the bucket and 
keep as many silver dollars as could 
be grasped in one hand. You can 
imagine the frantic efforts of the 
clutching hands! This type of con- 
test, like the Canada Dry “Silver 
Dollar Shovel-Off’ had sufficient 
news novelty to warrant many pub- 
licity stories and pictures in local 
papers, and naturally increased city- 
wide sales of Mission Orange in 
6-bottle cartons. 

Another recent contest which had 
dramatic appeal and news value 
was conducted on a national scale 
by Dole Pineapple Co. It was called 
the “Dole Treasure Bottle Sweep- 
stakes.” All the consumer had to 
do was pick up an entry blank at 
his grocer’s, write in his name and 
address, and mail it with a Dole 


streets, . 


Fill ’er up . . . to where | get a premi- 
um. 


label to a P.O. address. The first ten 
names drawn from a revolving drum 
were placed in sealed bottles, and 
thrown into ocean currents of known 
direction off the coast of Hawaii. 
Bonded representatives of the judg- 
ing company patrolled the beaches 
where the bottles were sure to be 
washed up. The first one located 
drew the grand prize — a check 
for $10,000, plus an expense-paid 
trip for two by first class air trans- 
portation to Honolulu, plus two 
weeks at a luxury hotel on Waikiki 
Beach, plus $500 in spending money. 
Second, third, fourth, and fifth 
prizes graduated from checks for 
$1000 to Decca L.P. recordings of 
“The Magic Islands.” 

The unbeatable combination ap- 
peal of prizes correlated to the Dole 
pineapple locale, together with 
simple entry rules (nothing to com- 
pose or solve), drew well over 2- 
million entries, according to pub- 
lished estimates. 


>» Advertising of the right kind and 
coverage is of vital importance to 
the success of a contest on the na- 
tional, sectional, or local levels. Ex- 
perience in staging contests and 
evaluating results shows that the 
best advertising approach is to sell 
the product through the contest, 
rather than featuring both equally. 

The background advertising should 
have the combined values of repe- 
tition and market coverage, with a 
systematic follow-through in stores 
with displays and tie-in ads. One 
or two “big splash” advertisements 
will not maintain interest for the 
duration of a contest, which is usu- 
ally six weeks or two months. 
Competition for attention is too 
great, and people forget too easily. 
Teaser ads beforehand, and con- 
sistent reminders during the cam- 
paign, even though the space must 
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Pure-white, lasting bright 

Rising Winsted Glo-Brite accentuates 

the classic third-dimension of hair-thin lines 

in Wedding script. It brings a rich vibrancy to all colors; 
and complements the many fascinating textures made 


possible by modern thermographic reproduction of line art. 
Creative thermographers specify Rising Winsted 


Glo-Brite to satisfy their most discriminating customers. 


This Page Reproduced by Thermography on Rising Winsted Glo-Brite 80# Cover 
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Available Through Your Paper Merchants 
n the Following Sheet Sizes and Weights 


Vellum Finish 


Sub. Basis 17 x 22 


Text Basis 25 x 38 


Write for Rising's New Winsted G/o-Brite Sample Book 


Cover Basis 20 x 26 


Bristol! Basis 22 x 34 


x 34 2 3 256M 384M 


Bristo! Basis 22'2 x 282 2/70 


2% 28% 
Thin Plate Finish 
Bristo! Basis 2 


Plate, Medium Plate, Calender Plate 
Calender Medium Pilate, Linen Finishes 


40M 


tf verte . ng Winsted te. The 
Villiamheuse, Inc. for Envelopes, Weddines and 
Announcement and ideal Cards, inc. and Otten Bros 
Co., Inc r Cut Card amples ustrating the fine 


RISING PAPER COMPANY, HOUSATONIC, MASS 





be smaller, is preferable strategy 
to shooting the works on a double- 
spread or gatefold in color. 


Dealers should, of course, be pre- | - These good taste remembrances 
sold on the campaign, and on its 


advantages to them. Their coopera- | do a double job for you 
tion, or the lack of it, can do a lot 


7. make oe break the > deal. The Perfect solution to the gift problem for long Christmas 
principal thing which interests op- ; go 

erators of chains and supers is store lists. Each Golden Rule item is both useful and wanted, 
traffic. If the modern merchant can | and—because of the symbol it carries—your greeting can 
be convinced that the campaign will also include a brief printed message stating your firm's 
bring more people into his place of | belief in doing business the Golden Rule way at all times. 
business, and back for more, he will | Because Golden Rule remembrances are neither showy 
cooperate. This requires a hard- | nor expensive, even recipients in organizations with “no 
hitting selling job. One thing sales- | gifts” policies won't be criticized for receiving them. 
men should be cautioned about, in | 
connection with contest campaigns, 
is not to overload dealers in antici- 
pation of boom demand. Many a 
promotion has left a bitter after- 
taste with retailers and wholesalers 
because they were persuaded to 
over-stock the product by salesmen 
who were too optimistic. 


Yet each recognizes someone on your list . . . and the 
Golden Rule association with your name will last. Ask 


for more details in our brochure GRA-10. 


>» Most big-league consumer con- 

tests are processed and judged by 

specialists in this field. Most com- 

panies that are organized to do this 

work are meticulous about pro- 

cedures. Where some kind Pe ; DUCK Company 

ing is involved, college graduates , 

ie have majored < English are 1520 W. Montana St. * Chicago 1 4,-lll. 

usually employed to do the job. 

College professors and instructors 

were used extensively at one time, 

but were found to be too slow and 

fussy about their determinations. 
General policies cover methods, 

and specific instructions are set up 

for each contest. Judges are re- 

quired to read the sponsor’s adver- Equally at home on a modern 

tising and literature, as well as that coffee table as on an office desk, the 

of competitors in the same field. | f eS ee ee eee eet 

This is to make sure that published x ee ee ee ee 


Meticulously crafted of fine Ameri- 
copy slants are not borrowed, or can black walnut and gleaming solid 


paraphrased, by contestants. The brass, . ae ae a — 

sane . : “= ‘ : : welcome for beauty of design as we 
usual routine is to appoint pre- as for functional service. The hand- 
rubbed walnut block is a handy 1% 
x 1% x 8 inches; also serves as an 


THE SMonRER 


liminary, junior, senior, and execu- 
tive judging panels, which means 


. . > . | 5 i vei h . 
four steps in the process of elimi- | ee ee 
nation and decision. Decorated en- 
tries have no special influence oe «Se ey Sates See oe Se ee 

. : : ‘ ized with name or initials. $4.25 in 
they are copied on plain slips of | 


Giver’s name can be gold-stamped 


small quantities, less for larger 


paper before being submittted to orders. 


the judges. Every effort is made to 
insure fair and impartial treatment : , 
of all contestants. Professional con- An Exclusive Business Gift a) GET 
test judges say that the so-called | 
“contest hobbyists” have no par- 
ticular advantages, except that they | To: U. 0. COLSON CO., Paris, Mincis 
make it their business to enter anv | Please have a representative stop in to show me The Smoker - or other exclusive 
and every contest that comes along, | business gifts 
and usually submit many entries, 
thus playing the law of averages. | NAME 
The integrity of the better contest | 
processing and judging companies | COMPANY 
is so well established that unfavor- 3 
able reactions have been practically | ADDRESS 
negligible. Letters of inquiry and 
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“A&SP is a member of 


says Jules Rudominer, Vice-President in 
Charge of Advertising and Retailing, 
THE RAYCO COMPANY 


Mr. Rudominer and The Rayco Company are 
typical of the advertising-sales promotion pro- 
fessionals and important buyers of advertising 
products and services you reach in the pages of 
Advertising & Sales Promotion. 


A nationwide chain of retail auto accessory 
stores, Rayco underwrites a varied promotion 
program to assist its store operators in stimulat- 
ing consumer sales. During 1960, for example, 
in addition to a time and space ad budget—in 
excess of $3,000,000 — Mr. Rudominer’s pro- 
motion department spent more than $500,000 
for such materials as catalogues, signs, instore 
displays (of board, wood and metal), labels, and 


dealer-contest prizes. 


Mr. Rudominer joined Rayco in 1948 in the 
advertising and sales department. He was di- 
rector of advertising and merchandising before 
being advanced to his present post in 1960. 
Prior to his Rayco affiliation, he had been gen- 
eral sales manager for a New Jersey regional 


chain of women’s shoe stores. 
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“A steady stream of promotional mailings, rang- 
ing from information on improvements in selling 
methods to research findings, is directed to the 
more than 160 Rayco store operators.” 


“At the unique company-owned store—located 
next to our headquarters at Paramus, New Jer- 
sey — we conduct a wide assortment of tests, 
important among which are those related to all 
types of consumer promotions.” 





“At Rayco, we believe that every item we use in “Keeping our store operators informed about the 
packaging should contribute to the total selling products they sell to the motoring public and 
effort. Scores of new containers are produced the best techniques to use is a continuous job 
each year for this purpose.” calling for the maximum in effective selling 


tools at the disposal of the Rayco headquarters 
staff. In this connection, Advertising & Sales 
Promotion makes a contribution ranging from 
new ideas to new supply sources. In short, 
A&SP is a member of the Rayco team.” 


Si Advertising & 
Sales Promotion 


FORMERLY ADVERTISING REQUIREMENTS 


200 EAST ILLINOIS STREET * CHICAGO 11, ILLINOIS 
630 THIRD AVENUE ° NEW YORK 17, NEW YORK 


“Constant evaluation of the effectiveness of our 
sales promotion and advertising enables us to 
move with decision and speed on new require- 
ments and new developments. We maintain a 
current history on all of our promotion material.” 
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complaint — some of them comical 


“MERRY CHRIST AS” | — are received from contestants, 

M and are usually answered by mail- 
Tohelp you say see the new ing out a bulletin or booklet ex- 
plaining all phases of the process. 


“a ef ® There are only two lawsuits of 
Bennett Brothers Choose- Your- Gift Plan any significance on record. One was 
carried to the Supreme Court of 
Alabama by a contestant who 
for customers or employees claimed his entry duplicated the 
winning one. He was proved wrong. 
How it works... The other suit was tried in the East, 
@ Order as many "Choose-Your- - mae = jer, Oy 8 ae wie 
Gift" booklets as you need in claimed her entry was just as 
each price group. We send you good.” In both cases, the judging 
the booklets all ready for signing companies showed that their meth- 
and mailing. od of handling and evaluation was 

Your recipient receives the gift above reproach. ‘ : : 
Wha t booklet, selects his gift, fills in The possibilities of dissatisfaction 
t you get... the post paid return order card and disagreement on the part of 
® A beautiful combination “Gift and +t ei oe disappointed contestants is the main 
eR wica, etic bi «itd tne te ede sented | eason. why winning entries are not 
gifts in each price group on fine For samples and further details ee es os “4 ee 
lustrous paper. wills Gn yah eumnins letterhead | a vers which covers t is usually 
i aa ye rd | reads: “All entries remain the sole 


price groups — $6.25, $11.25, DEPT. ASP | property of the sponsor.” 
$17.50, $25.00, $50.00. 


soc es inac.™ —-DENNETT BROTWERS, fac, | > Tie y7e of cutest which, ur 
prices. .. imp e i ng. °° | - . . - . 
Perfect tax record. . . Saves time. rently seems most popular is the 
. Saves money. . . Avellable ex- sweepstakes, which requires no 
clusively from Bennetts. . . All 435 Hudson St. | 30 East Adams St. creative work on the part of people 
gifts shipped direct from our ware- New York 14, | Chicago 3, who enter. An example of good tim- 
house. Now Vork | UHinois ing in a contest of this type was 
the “Name The Nominee” promo- 
tion, staged early in 1960, and 





““Choose-Your-Gift'’ Headquarters 


| sponsored by Armour & Co. (Dial 
AbD UNIFORM POWER Soap, New Chiffon, and Treet); 
E. F. Drew and Co. (Tri-Nut Mar- 
d gerine, Wesson Oil, and Snowdrift) ; 
Oo International Milling Co.; and by 
t your a vertising and Tetley Tea in the East only. 


identification program! In this promotion, a multi-million 


direct mail campaign was combined 
with national advertising in mass- 
coverage media to stimulate direct 
sales through coupon redemption. 
All the entrant had to do was write 
his name, address, and the name of 
the candidate he favored for presi- 
dent in the November 8 election 
(Republican or Democrat), redeem 
the enclosed coupons by purchasing 
the products, and drop the entry 
form in the mail with qualifying 
labels or box tops, to win a chance 


at the $25,000 first prize, and sec- 
Our Uniform Program now being used by the follow- ondary awards ranging from new 
ing well-known companies: Hertz, RCA Whirlpool, Rambler Americans to $25 savings 
Hotpoint, Norge, Stewart-Warner, Chris Craft, Kiek- ae : 
haefer and many others. bonds. Mailing, processing, and de- 
termination of winners were han- 
dled by a professional organization, 
and entries poured in. 


; ELIN UNI FORM When sweepstakes contests are 


promoted by advertising and direct 

I MANUFACTURING CO. ADDRESS mail from 25% to 35% of coupons 

ROCHESTER, INDIANA received in the mail are redeemed, 

Please let us have com- CITY STATE as compared to 212% 
plete information on the 

Elin Emblem-Matic Business REQUESTED BY 


Uniform Program. 


Let us show you how easy it can be to build a 
favorable image for your company, your product and 
your service through a Business Uniform Program. 


The Elin Emblem-Matic Uniform Program is 
self-supporting. We handle everything! No 
inventory, no overhead, no guarantee by 
you. We prepare all literature — Free of 
Charge. Your dealers select from our com- 
plete line of smartly designed, quality made 
uniforms in a full range of colors and fab- 
rics. No minimum order is required. 


to 5% in 
media ads. 


>» Experience is a great teacher, 
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especially in advertising, merchan- 
dising, and special promotion fields. 
The experience of companies which 
have handled the detail on hundreds 
of consumer contests points up these 
cautions to anyone considering such 
a campaign: 


1. Set up specific marketing objec- 
tives, and tailor the contest to them. 


2. Make the prize structure as gen- 
erally appealing as possible, and in 
line with the character of the prod- 
uct or service. 


3. Try for an imaginative, yet easy 
to do, contest idea which can be 
dramatized in advertising and in- 
vites publicity. 


4. Make your dealers and distribu- 
tors partners in the program by pre- 
selling them on its values at the 
local level. 


S. Plan the advertising campaign to 
start before and continue through 
the contest, and sell your product 
through the contest. 


6. Follow through by publicizing 
the awarding of prizes — never the 
creative entries — thus sustaining 
public interest. 


7. Try to conduct the contest in 
such a way that both dealer and 
consumer relations are improved by 
the campaign. 44 


Guide to Specialties 
Released by Heritage 


A guide to the more effective use 
of specialties and business gifts has 
been published by the Heritage 
Corp., Fort Worth, Tex. 

The psychology of gift giving and 
the times an unexpected small gift 
can engender goodwill is covered in 
the book plus some tips on an ef- 
fective imprinted message. Also in- 
cluded in the booklet, “How to Use 
Advertising Specialties Effectively,” 
is a listing of the eight most popular 
types of advertising specialties plus 
a case history of a successful cam- 
paign. 


. for more details circle 1030, page 139. 


Letter Opener Introduced 
As Specialty Item 


A letter opener, with one side 
molded flat for advertising imprint 
has been introduced as a specialty 
by Detroit Plastic Tile Co. 

The device slices a 1/16” strip 
form the top or side of the envelope 





from ‘way out 
In Oregon 


ie » Janvary— 


‘ES 


' June—Home-Canned Fruit 


tember—Peaches 
PRES 


A dozen dazzling gifts—all year 


ROYAL RIVIERA Pears® 


They'll eat'm up—with a spoon! 
Handsome gift you'll 
never hear the 


You never SAW’m so big. You never 
TASTED'’m so good. Only 1 person in 
1000 ever gets such impressive, exciting 
gifts (not in stores). You'll get thanks and 
praise all year from the lucky folks you 
name. They'll receive a sumptuous Gift 
Box every month, each with your greeting. 
12-BOX CLUB. Order Gift No. 20 ppd. $53% 
At Christmas, Royal Riviera Pears, and month 

after month the other gorgeous gifts shown above 


8-BOX CLUB. Order Gift No. 15 ppd. $345 
Same as above, omitting Mar., Apr., June, Aug 

Special 3-BOX CLUB. Order Gift No.11, ppd $4285 
Christmas, Jan., Feb. fruits shown above 


FULLY GUARANTEED 


a EASY TO ORDER: Send list of names plus check or 
M.O. (No charges or C.O.D.’s), tell us how to sign greet- 
Perfect delivery guaranteed. ings. Everything beautifully packaged 
GIFT NO. 1 (10-14 Huge Pears) ppd. $435 


GIFT NO. 2 (16-20 Whoppers) pod. $535 Narry p> wre, £..) ks 
GIFT NO. 3 (20-25 Smatier Pears) ppd. $15 Box 4310, Medford, Oregon +A 
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CRAYONS are a ‘natural’ as a give 
away or a self-liquidating premium 
All children love to color, especially 
with these low cost, quality non- 


Advertising & 
Sales Promotion orn etre 


Write Dept.‘S-1" on your letterhead 
for 


ADVANCE CRAYON & COLOR CORP 
ADVERTISING RESULTS 136 taidaleton St. « Bkiyn 6 N.Y. 





Qoescessrssssssssessg 


IN PLAQUES 
& TROPHIES 


@ Save valuable 
executive time 
@ Meet program 
Creative deadlines 


x @ Stay within budget 
Designs 


EDWIN W. LANE CO. 
32 W. Randolph Street 
Chicago 1, Ill. 


If It 
Is An 


é<e5 
Have It 


Address. . 


' 
| 
Dept. ADR . . . Send me FREE Literature. 
| 
| 
| 


- a Nil hacia 
— without harming the contents — | 
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EXTRA! 


tough deadlines caught by full-color 


photo-copies up to giants 


direct from art and transparencies 


BEBELL & BEBELL direct- 
type color reproduction 
technique bypasses the te- 
dious and expensively slow 
separation process used 
for your usual color prints. 

DIRECT-TYPE, inexpen- 
sive RocketColor® prints 
will duplicate your layouts, 
presentations, transparen- 
cies, or any 3-dimensional 
object, as fast or even 
faster than an artist’s ren- 
dering. (Blue-Ribbon Pre- 
mium Service delivers in 
6 hours when necessary.) 


Transparencies and slides 
made by a similar color 
technique offer, in addition 
to speed and service, great- 
er color clarity by permit- 
ting finer control of a wider 
density range for use in any 
individually designed condi- 
tion of projection or display. 

AND EACH of your trans- 
parencies and prints are in- 
dividually color balanced for 
quality control by BEBELL 
& BEBELL, with consistent 
color match and contrast 
control in any quantity. 


Phone, wire for a representative or write for case histories and price list 
of the BeBELL & BEBELL COLOR DUPLICATING SERVICES: display & exhibit 
transparencies up to giants « all types & sizes of projection slides (b.&w. 
and color) « film strips (masters & duplicates) « duplicate stereo pairs e 
reproduction transparencies « Ektacolor & Ektachrome prints, Ansco- 
chrome printon, & dye transfer prints up to giants « clear acetate line 
“stats” (colors and b.&w.). BEBELL & BEBELL SUBSIDIARY SERVICES: 
illuminated transparency display boxes «+ “Tel-A-Story” slide projec- 
tors « exhibit mounting facilities « photo exhibit creative design. 


bebell 2a bebell 


COLOR LABORATORIES 
108 West 24th Street * New York 11 


WAtkins 4-8573 - Cables: Labsbebell, N.Y. 








the people in advertising agencies who buy the 
products and services that go into national 


advertising and sales promotion campaigns. If 
you sell advertising services, equipment or 
supplies to or through agencies. 


Advertising & Sales Promotion... 
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1 guess that cereal is everything the 
cartoon commercials say it is. 


at the rate of 25 a minute. The cut- 
ting edge is an ordinary single- 
edged razor blade which fits neatly 
between the halves of the opener 
and is held in place by raised nibs 
corresponding to openings in the 
blade. Price is 29¢ retail with blade; 
weight, 34 ounce. 

Complete information is available 
from Detroit Plastic Tile Co., 21950 
Wyoming, Oak Park 37, Mich. 44 


Dipcraft Folder Shows 
Variety of Ad Balloons 


A sample folder of balloons for 
advertising purposes has been re- 
leased by Dipcraft Mfg. Co., Pitts- 
burgh. 

Samples include the Jet, Airship, 
Kathead, Tossup, etc., and full price 
and imprint information is given on 
the inside cover of the folder. 

Also included is information on a 
new advertising area called “Dandy 
Ad-Pants”—rubber pants for babies 
with possibilities of special imprints 
and advertising messages. 

The sample folders are available. 

- for more details circle 1031, page 139. 


Sales Incentive Catalog 
Released by Bennett 


More than 600 prize selections 
are illustrated and described in a 
new 32-page catalog from Bennett 
Brothers Inc. 

This new prize book — available 
with imprint — groups many of the 
items shown under contest head- 
ings designed to help the sales 
manager planning the promotion. 
The first such grouping, titled “The 
Grand Prix,” contains prizes such 
as a diamond wristwatch, men’s 
vicuna coat, sterling silver flatware, 
a mink stole, etc. 

- for more details circle 1032, page 139. 





Same Truck, New Design . . 


. The old design was harsh and 
rigid, while the new, with its softer colors and stylized design, 
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presents a more pharmaceutical appearance, with higher pres- 
tige. The name was simplified by dropping a hyphen and ‘Inc.’ 


Changing an Image by 


Changing a Trademark 


A Philadelphia diaper 


service 
found that a new design pro- 
gram, from its trucks to its let- 
ter-heads, increased its prestige 


and its business. 


By Bill Storm 


Bewildered, often rattled young 
parents, beset by a dozen new prob- 
lems with their new baby, some- 
times have deep resentment for the 
cute pictures painted by visions of 
storks and teddy bears and other 
such old hat trademarks of the 
diaper services industry, according 
to Richard Williams, executive vice 
president and general manager of 
the DyDee Service Inc., Philadel- 
phia. 

These jolly little trademarks of 
building blocks and laughing cher- 
ubs have added little to the indus- 
try’s prestige or the public apprecia- 
tion of its real worth, facts em- 
phatically revealed, Mr. Williams 
continues, with the findings of the 
nationwide research conducted for 
the Natl. Institute of Diaper Serv- 
ices by the Institute of Motivational 
Research in 1957. 


> To present to the public a truer 


and more profitable corporate image 
of its company and the vital con- 
tribution its services make to the 
health of the newborn infant as well 
as to the growing baby, Dy-Dee 
Service Inc., formerly the Dy Dee 
Wash, the oldest diaper supply serv- 
ice in Philadelphia and the second 
oldest in the nation, adopted its 
new name and has changed to an 
entirely new concept in trademark 
and design of delivery trucks, pro- 
motional literature and even the 
company stationery. 

The move was instituted as the 
result of the findings of the 1957 
research and the changeover in the 
creation of a new corporate picture 
has been a gradual process since 
that time, according to Mr. Wil- 
liams. 

To aid in creating a new corpo- 
rate image, the diaper supply firm 
engaged Design Planning Associ- 
ates, a new Philadelphia firm headed 
by Dan Morris. The concept on 
which the firm was founded in 1957, 
according to Mr. Morris, is the de- 
velopment and production of the 
total visual personality of a com- 
pany as expressed in its packages, 
trademarks, trucks and _ signage. 
“We believe that with a step-by- 
step development of a sound design 
program we can contribute to the 
sales effectiveness of products and 


services as used in advertising and 
at the point of sale.” 


> Motivation research showed that 
promotion based on nursery rhymes, 
safety pins, storks and the like, 
while fine for toy and juvenile fur- 
niture shops, was not fulfilling the 
emotional needs of the new parents 
with their light-hearted approach 
to the matter of new babies. 

“What we have now achieved is 
a pharmaceutical approach with our 
simplicity of new design,” Mr. Wil- 
liams says. 

While Dy-Dee Wash, unlike most 
firms in the field, used no cute 
gimmick, it had no clear-cut image. 


>» The new corporate picture that 
has gradually emerged this past 
year is the result of combined efforts 
of Mr. Williams and Mr. Morris and 
the exchange of ideas of both men. 

“Based on research and our own 
thinking, we tried to convey a phar- 
maceutical or pediatric image in the 
recommendation that Design Plan- 
ning Associates submitted to this 
client,” Mr. Morris states. “In all, 
we submitted three totally different 
design concepts, any one of which 
we felt would reflect Dy-Dee Serv- 
ice Inc., as a professional and qual- 
ity organization.” ; 

One approach was an abstract 
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Last year’s show attracted 5000 merchandising men, 
who came away stimulated & enthusiastic. Don’t miss 
this year’s show, if new ideas are your business! 


The largest merchandising show 
in the world, and the most pro- 
fessional: POPAI’s 15th Annual 
Symposium & Exhibit, this year in 
Chicago's new McCormick Place. 


Nov. 7th is the first 
day of the three-day 
symposium / exhibit. 
So circle Nov. 7-8-9 
on your calendar— 
and send today for 
your free tickets. 
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The Symposium pre- 
sents the ideas of the 
best merchandising 
men in the U. S.; the 
Exhibit assembles the 
latest sales-generat- 
ing p-0-p materials. Al- 
together, the ideas & 
techniques that will 
move millions in mer- 
chandise in 1962. 


Summed up, the scope of the show 
is this: How to Attract Attention 
to Your Product, Stimulate Desire 
For It, and Complete the Selling 
Cycle Where it Counts—Where the 
Money Changes Hands. © 


Admission free, but limited to national 
and regional advertisers, retailers, ad- 
vertising agencies and POPAI Members. 
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POPAI Headquarters, 11 W. 42nd St., New York 36,N.Y. 
Gentlemen: Please send me tickets to the 15th Annual 
Symposium & Exhibit. Send me your brochure, listing 
speakers and subjects, as soon as it is off the press. 


Name 
Company 


Address 


1 will require 


Title 


State 


free tickets. 








treatment of mother and child. The 
second had the words “Dy-Dee” 
dominating the entire space as a 
design element and the third con- 
sisted of a triangle, circle and cross 
bar. The latter was chosen on the 
basis of simplicity, beauty and high 
recall value. 

Upon resolving the symbol device 
and corporate design, Mr. Morris 
applied these to or incorporated 
them into the design of new corpo- 
rate stationery and truck fleet. 
Everything that was Dy-Dee service 
was redesigned to bear its new 
symbol. 

While most of the trucks are of 
standard laundry proportion, the 
Dy-Dee Service also has four small 
Volkswagon pick-up trucks for new 
customer service and emergency 
deliveries. These two lines, of dif- 
fering proportions, made it neces- 
sary for the designers to develop 
two different visual arrangements 
of the new symbol and logotype 
(On the standard laundry type, one 
symbol appeared on each side and 
four in the rear. On the Volks- 
wagons, three appeared on each side 
and none in the rear.) In designing 
both trucks, designs were planned 
around the visual elements such as 
lights, harware, tires, fenders and 
windows. 


> Motivation research has proven 
that with truck bodies the bright 
color makes a strong initial visual 
impact, but one that is easily for- 
gotten. On this basis, the trucks 
were changed from starkly-con- 
trasting blue and white to pale gray, 
rose, moss green, lavender and 
black. The pale gray as the basic 
body color makes the trucks less 
glaring in sunlight or snow. New 
corporate stationery was also de- 
signed in rose and dark gray, using 
pale gray stock. 

“The former design of our trucks 
was just not feminine enough for 
our business,’ Mr. Williams says. 
“This newer design, softer and rich- 
er, compliments the design of the 
homes that we call on.” 

The “Inc.” designation of the firm 
was left off the side of the trucks 
as too formal and industrial. All 
slogans, street addresses and phone 
numbers of the firm were also 
abolished, Mr. Williams states, on 
the basis that people don’t remem- 
ber such information anyway. 

The softer sign adds to the pres- 
tige of the service so that customers 
feel additional asurance in dealing 
with the company, Mr. Williams 
adds. 

All clutter has been removed 
from promotional literature and the 





Customers come running when your product stands out from competition in 


colorful Westvaco corrugated displays by Hinde & Dauch Division. These full-time salesmen get 
and hold shopper attention... motivate more impulse buying. Looking for a low-cost way to stop 


the passing parade? Write H & D for full details on compact, easy -to-set-up corrugated displays. 


v West Virginia 
Pulp and Paper 


Hinde & Dauch Division 


16 Plants * 42 Sales Offices * Sandusky, Ohio 





salespeople for Dy-Dee Service are 
growing into a new way of selling, 
with an added seriousness that ap- 
preciates the new parents’ problems 
and realizes there is nothing light 
or coy about having a new baby in 
the home. 44 


Life Survey Tells All 
On Supermarket Customer 


The U.S. supermarket shopper, 
her buying habits, attitudes, likes, 
dislikes, age, income and occupation 
are compiled into a report from 
Life, New York. 

The results of a survey conducted 
by Life Marketing Laboratory, this 
report, entitled “One On The Aisle,” 
tabulates and analyzes the studies 
into a result worth studying if sell- 
ing to this market. 

The survey combined the perma- 
nent panel technique with in-store 
observation and consumer inter- 
views in six key market areas in an 
attempt to understand the custom- 
er’s attitudes toward supermarket 
shopping and how those attitudes 
affect her buying habits. 

Specific data includes: 

e shopping patterns of different age 
groups 

e The day and time she prefers to 
shop 

@ Special attractions a supermarket 
can offer her 

e Her feeling about displays 

Also included in the report is a 
section devoted to “The Male Role” 
in supermarket shopping 

Copies of “One On The Aisle” are 
available. 


. for more details circle 1007, page 139. 


Point of Purchase Booklet 
Promises Bright Future 


Better days ahead for the point- 
of-purchase display field are pre- 
dicted in a booklet released by Cen- 
tury Display Mfg. Corp., Chicago. 

Written by Julius R. Teich, com- 
pany vice-president, the booklet re- 
ports on a preliminary pilot study 
completed by Mass Marketing Re- 
search Inc. for the Point-of-Pur- 
chase Advertising Institute. This 
study was conducted in gas stations, 
supermarkets, variety, drug, hard- 
ware and liquor stores. It revealed 
that 8 out of 10 people are directly 
aware of point-of-purchase dis- 
plays and that 5 out of 10 consider 
them responsible for purchase de- 
cisions. 

Mr. Teich gives a complete re- 
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Award Winner 

Color photographs, 
mounted on an endless 
belt, present a 
Panorama of America 
in this clock display 
by Thomas A. Schutz 
Co., Morton Grove, Ill. 
Display was POPAI 


award winner. 


port on this study in his booklet and 
points out the new advertising spot 
the field will enjoy now that a yard- 
stick for measuring. circulation 
value has been found. 

Copies of the booklet are avail- 
able. 


. « for more details circle 1008, page 139. 


Versatile Rack Designed 
For Variety of Products 


A new merchandise display rack 
with a design that enables it to 
show off a variety of products at the 
point-of-purchase has been intro- 
duced by Terry Manufacturing Co. 

The new rack, called the “Terry 
Salesman,” can be used for dis- 
playing food, soft goods, drugs, 
sporting and automotive products in 
any type of retail outlet. It features 
four adjustable shelves and two 
spring sign clips for use in attaching 
p.o.p. signs or cards. 

From one to four shelves can be 
utilized, depending upon the height 
of the merchandise displayed, with 
shelf spacing from 3” to 42” apart. 
Over-all measurement of the rack 
is 45x24x16”. Shipping weight is 16 
pounds. Either zinc or chrome plate 
finish is available. The rack’s design 
provides four-way traffic exposure. 

Further information on the “Terry 
Salesman” can ke obtained from 
Terry Manufacturing Co., 308 Sta- 
tion Drive, Houston 17. a4 


Sky /Eye Introduced 
As On-Off Control 


A new automatic electronic light 
control has been developed by 
Wells Industries Corp. for use in all 
applications that call for turning on 
or off any electrical devices that are 
active during either the day or 
night. 


Called the “Sky/Eye,” the device 


features a 360° full-swivel head 
which allows the photo-electric eye 
to be aimed at a prechosen portion 
of the sky. It also features a remote 
control extension which allows the 
“eye” to be placed at a distance 
from the control box. By taking ad- 
vantage of this feature, the photo- 
electric cell may be placed on the 
roof of a building, while the control 
box remains sheltered beneath the 
roof. 

While originally designed to con- 
trol sign illumination, units have 
been used for street decorations 
during Christmas, regular street 
lighting, neon building signs, and 
interior store lighting. 

The unit is available in six dif- 
ferent sizes with capabilities from 
10 amps to 60 amps. The unit itself 
runs on standard 115v AC and fits 
in a space approximately 4x6x10”. 

Complete information can be ob- 
tained from Wells Industries Corp., 
North Hollywood, Cal. 44 


Price Rail Ad-Clip 
Puts Ads in New Spot 


A device for putting an advertise- 
ment on a shelf price-rail in a re- 
tail outlet has been introduced by 
Storewide Promotions, Sarasota, 
Fla. 

Marketed under the name “Ad- 
Clip,” the metal device fastens se- 
curely to the back of any custom- 
designed display card with ordinary 
cardboard-to-cardboard gluing. It 
fits every price rail from %” to 13%” 
including freezer rails. It snaps eas- 
ily into position and remains there 
without folds, glues or tapes until 
removed. 

It can be used for a variety of 
product lines and is designed to 
hold a wire and dangler card where 
motion is desired. 

Additional details are available. 

- for more details circle 1009, page 139. 





Here are examples of successful Sign- 
vertising® programs. These dealers push 
the brand that lights the way for more 
customers. You, too, can be assured of 
extra sales when your signs identify 
your dealers. 


ONAN 


wy 


LABEL YOUR DEALERS 


+ « With your own brand 
in lights 


You know how important it is to put 
your brand on your product. Without 
a label you lose your identity. 


Now it is possible to label your dealer, 
too. You can put your brand in lights 
in front of every dealer through Sign- 
vertising,® the science of selling with 
signs. 


NEON PROYDUCTS 
INCORPORATED 
® Xadimma, Ohio U.S.A. 


We are interested in a Signvertising® program: 
[|] OUTDOOR 
[| INDOOR 


NAME 
COMPANY 
ADDRESS 


CITY 
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How a sign program has developed 
a national image and has itself 
developed through the years. 


By Arnold McCarley 
General Sales Manager 
ALD Inc., Chicago 


When your trademark becomes a 
generic term for an entire industry, 
then you know your signs have 
made an impact on the consumer. 

Our company is the organization 
which sells the licensed Westing- 
house Laundromat stores equip- 
ment on a national scale. 

With more than 13,000 Laundro- 
mats in operation today throughout 
the country, it is a rare community 
indeed which doesn’t have at least 
one Laundromat sign. Our volume 
was over $40 million for 1960. 


> Instrumental in our growth has 
been our sign identification pro- 
gram, developed by Standard Mfg. 
Corp., Evanston, Ill., designers of 
our red, white and blue signs. 

Point-of-sale signs for the in- 
teriors, as well as the exteriors of 
Laundromat store, play an impor- 
tant role in the merchandising of 
these stores to the consumer and 
the equipment to the trade, we feel. 
In signs we have a directly meas- 
urable value. They have built trade- 
mark recognition and Mrs. America 
understands what these signs repre- 
sent. 

Throughout the years of develop- 
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ment of the Laundromat licensing 
program, all signs have been able 
to maintain a family resemblance, 
even though they underwent dras- 
tic changes as time progressed. The 
distinctive script is now easily iden- 
tified. This trademark, which has 
been used from the very start of 
our equipment program, closely re- 
sembles the Westinghouse logo. 

Our president, F. E. Ross, had a 
hand in the choice of the name 
“Laundromat” as an employe of the 
Westinghouse advertising depart- 
ment. Then later, as general man- 
ager of ALD Inc., he participated in 
the development of signs designed 
by Standard Mfg. Corp.’s staff. 


> Shortly after World War II and 
before the introduction of illumi- 
nated plastic signs, which we use 
today, we concentrated most of our 
efforts on neon. Since that time, 
plastics have come into their own 
and we have switched exclusively 
to illuminated plastic signs for our 
outdoor identification program. Our 
decision to switch to plastic signs 
was based on several important fac- 
tors: 

@ They had a new, fresh approach. 
© They appeared to have unusual 
appeal. 

@ They had low cost of mainte- 
nance. 


e It was easy to transport them. 
© It was easy to assemble them. 


We introduced illuminated plastic 
signs on a modest scale and did not 
eliminate neon for a considerable 
length of time. Eventually, we dis- 
covered plastic signs had become 
far more popular than neon and 
were much more flexible in their 
adaptability to our Laundromat 
store. 

We further found that plastic 
signs earned their place in compe- 
tition. We exposed our plastic signs 
to the most severe conditions avail- 
able, including weather and con- 
sumer acceptance tests before ar- 
riving at a final decision. Since then, 
we have eliminated all use of neon. 

We feel that “Nothing beats our 
signs for identification.” We have 
incorporated plastic Laundromat 
signs into much of our national ad- 
vertising. We have adapted the vis- 
ual image of our licensed Westing- 
house Laundromat store sign into 
all forms of advertising, and have 
thus perpetuated the image which 
the consumer most easily recognizes 
and associates with our business. 


> The original Laundromat signs, as 
created by Standard, measures 2x6’ 
and today our sign program has 
progressed to the point where li- 
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PRESSURE-SENSITIVE KLEEN-STIK TAPES 


To get your P.O.P. displays off to a quick selling start, 
have your printer add Kleen-Stik Tape — 

world’s fastest display mounting method. So quick and easy 
. the tape is already attached, so all you do is 

peel the paper backing and press the exposed adhesive 
against wall or window — it’s up in seconds! Be sure you 
get genuine Kleen-Stik — the modern self-sticking tape 


that means quick mounting and quick sales action. 
@ Sticks tight without moistening, on any smooth surface 


e@ Neat, clean, invisible — won't peel or pucker 


@ Available through your regular printing sources 


@ 
© 


FREE — idea-packed booklet ‘‘101 Stik-Triks."’ 
Write for your copy today. 


KLEE N-STIKé¢ prooucrs, inc. 


7300 WEST WILSON AVENUE e¢ CHICAGO 31, ILLINOIS 


PLANTS IN CHICAGO, LOS ANGELES, NEWARK, and TORONTO, CANADA 


OVER 25 YEARS OF PRESSURE-SENSIEE 
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Ready for Hanging . . . The author (left) 
and his colleagues inspect a new sign, 
ready for shipping 


censees have a selection of 20 varia- 
tions, ranging from 12x48’ interiors 
to the new giant spectaculars, 
boasting 128 square feet of adver- 
tising area. Multiplying this by two 
sides, the spectacular offers a li- 
censee 256 square feet of illumi- 
nated plastic message. 


Lowcost Display Material 
Shown in Continuous Runs 


Continuous lithographed and cor- 
rugated patterns in display rolls, 
pennants, etc., are shown in an idea 
book from the Progress Lithograph- 
ing Co., Amberley Village, Ohio. 

The patterns shown are either 
continuous repeats or panoramic 
scenes and can be used for displays 
in a variety of ways including: 

e store fronts 

@ wall banners 

® wrap-arounds for island displays, 
baskets, etc. 

Pennants or rolls can be run from 
one to six colors on 50 to 100 lb. 
offset or coated papers. Panoramic 
continuous rolls are now available, 
in addition to the standard 4034” 
repeat message, in 80’ and 160” re- 
peat messages lithographed in color. 

Copies of the booklet are avail- 
able. 


- + « for more details circle 1010, page 139. 


New Device in Displays 
Gives Extra Selling Space 


New Spacemaster display units, 
introduced by Mead Packaging, are 
promising a solution to many of the 
space problems facing retailers to- 
day. 

The display feature “Spring-Roll” 
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From Louis I. Hadden, president 
of Standard Mfg. Corp., I have ob- 
tained some data which is proof to 
us of the wisdom of our sign pro- 
gram: 


e The average illuminated plastic 
sign lasts 10 years and this is free 
advertising to the owner after the 
initial cost has been digested. Thus, 
we have the lowest cost medium 
for advertising. 


® Sign programs have become in- 
creasingly more important to na- 
tional advertisers because the con- 
sumer recognizes, through the sign, 
the place where he can purchase 
the product he has seen advertised 
in other media. 


® Most agencies are not fully 
equipped and do not have technical 
knowledge needed to develop an ef- 
fective sign program. 


e For the store owner, there is a 
big advantage in an effective sign 
program. He knows exactly what he 
is buying and can measure the re- 
sults immediately. 44 


shelving which is adjustable to ac- 
commodate all sizes and heights of 
packages, thus giving the retailer 
the use of every inch of vertical 
display space. 


a ae 


CIS spacemaster 


As each package is taken from the 
display, the Spring-Roll shelf rolls 
back, automatically holding the re- 
maining cartons firmly in place 
while making the lower tier easily 
available. The necessity of dividers 
is eliminated and Mead reports the 
new displays permit considerably 
more visible product display per 
square foot. 

The Spacemaster is a modular 
display unit that combines to fit a 
wide variety of store selling areas. 
Each unit occupies a floor only 8x26” 
and stands 55” high. They are 


shipped flat and can be assembled 
without tools. 

Additional information is avail- 
able from Mead Packaging, P.O. 
Box 4417, Atlanta 2, Ga. 44 


POPAI Producer-Suppliers 
Listed in Buyers’ Guide 


A complete listing of all POPAI 
producer-supplier members has 
now been released by The Point-of- 
Purchase Advertising Institute. 

Prepared as a guide to assist ad- 
vertisers in the selection of creative 
sign and display manufacturers, the 
“Point-Of-Purchase Buyers’ Guide” 
lists over 200 producers and sup- 
pliers, their addresses, phone num- 
bers and description of their prod- 
ucts and service facilities. 

The directory is available for $5 
from POPAI headquarters, 11 W. 
42nd St., New York 36. 44 


KCS Shows Variety 
of P-O-P Displays 


A quick look at the many places 
a point-of-purchase display can fit 
into modern merchandising is avail- 
able in a new illustrated brochure 
from Kirby-Cogeshall-Steinau Co., 
Milwaukee. 

Designed to illustrate the scope of 
KCS facilities, the brochure also 
shows the many types of display 
pieces that can be produced, in- 
cluding plaques and signs, counter 
units, floor stands, back bar units, 
self-service merchandisers, etc. 

All of the units illustrated in the 
brochure have been produced for 
major manufacturers and services. 

- « for more details circle 1011, page 139. 
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Food. Sales are soaring, reports Einson- | You RETURN THIS BOOK IN 10 DAYS! 
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GIANT-SIZED 423 PAGE 


New Report Issued ENCYC LOPEDIA 
For Outdoor Advertisers of the GRAPHIC ARTS 


A new study of circulation and H ., ‘ — ; is 
: F ere, in one single, authoritative, complete, comprehensive encyclopedia is your 
rate relationships for the outdoor complete graphic arts technical library. It is the one book in its field that will be 
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per-thousand circulation and au- BUYER...here is the book that shows you how to obtain better results, greater efficiency in 
dited daily effective circulation of the planning and preparation of materials for printing and platemaking. 


each illuminated outdoor plant in | * THE Saws find a book a welcome refresher and a means of keeping up-to-date, 
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the country. 
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(D 1! eccept your FREE 10-day inspection offer. After 10 davs I'll either 
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Preferred Sources for 
SERVICES AND SUPPLIES 


BINDERS 


NCTC 
TRL) 
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YL 


with individually designed covers 


as low as B4¢ in lots of 1000 


These are top quality binders, made electronically of 
long-wearing vinyl plastic. Wide choice of colors 
one-color imprinting included without extra charge. All 
sizes, all styles available promptly Call or write for 
samples and quantity price list 


AMERICAN THERMOPLASTIC COMPANY 


425 First Avenue Pittsburgh 19, Pa. COurt 1-6657 


Sales Builders 


COLOR POST CARDS 
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ADDRESSOGRAPH PLATES 


ADDRESSING SUPPLIES 
Low Prices High Quality 
PLATES-FRAMES-RIBBONS 
For Addressograph & Speedaumat 
All Style Plates Prompt Service 
DEAN FORREST CO. 

7 Foster St. Revere 51, Mass. 


ADVERTISING SPECIALTIES 


-GOLD> NUGGETS 





LETTERING DEVICES 


ALPHABET LETTERS 


3-D LETTERS FROM FRANCE 


Free Samples 

& Catalog 

Grace Letter Co., Ino. 
77 Fitth Avenue, Dept. |) 


New York 8, N.Y. 
Watkins 4.0850 


ALPHABETS 


Lf. 


VARIGRAPH LETTERING INSTRUMENT 
Cuts Printing Costs — Speeds Production 


For new Free Catalog and Information write 


VARIGRAPH CO., 1480 Martin St., Madison 1, Wis. 


MANIKINS 


9 7 
I’m Available 

= on a modest rental | 
= basis, to lend dis- | 

tinction to your 

trade show exhibits 

and special promo- 

tions. We manikins 

work 24 hours a 

day without tiring. 

Complete selection 

of ladies’ men’s and 

~ children’s figures. 


MADISONIA MANIKINS, INC. 


| NEW YORK: 152 W. 25 St., CHelsea 3-15 
CHICAGO: 11 So. Desplaines DEarborn aT 


SPECIAL-TITLE JAICOL. 


Made with special 
titles or choose 
from a wide variety 
of standard titles. 
From your printer 

or write for infor- 
mation and samples. 


G.J. Aigner Company 
426 S. Clinton St. 
Chicago 7, iL, HA 7-7414 


ART SUPPLIES 


DALTON 


METAL SIGNS 


WRAP-AROUND %”,':”&%" faces 
CHROME STEEL (orpointofsale 


SIGN FRAM PLASTIC AND 


GLASS SIGNS 
‘amar 
Just Wrap Around and Clip 
quam Free Sample Assortment 


THE YARDER MFG. CO. 7otEsc'ts“suis 


COPYWRITING 


COPYWRITING STUDIO 
Confidential Work 


Add 26 copy experts to 
your staff—buf not to 
your payrolil—get a 
top creative team for a 
pre-agreed per-job fee. 
Persuasive Communication 
any kind — any medium 


MU 3-1455 


270 madison/ny 16 


Merchandising 


Free-Tag Kit 
Color Counsel, 
Art, Copy, 
Surveys 


Tag and Label Division 


Rothchild Printing Company Inc. 


52 East 19th Street New York 3.N.¥. ORegon 7-5150 


HELP WANTED 


Attention! Graphic Arts Salesmen 
One of the country’s oldest and finest silk 
screen printers expanding sales effort. Ex- 
clusive territories in Mid-West being set up 
for Manufacturers’ Representatives who are 
now selling offset printing or other graphic 
orts that are compatible. Fine opportunity to 
open new accounts, increase business with 
present customers. Box 53, c/o Advertising & 
Sales Promotion, 200 E. Iilinols $t., Chicago 
7, Wm 


SIMULATED ... LOOK LIKE THE REAL THING | 

7» iE FOR LETTERS, promotions, conven: | 
= tions, etc. In heat-sealed cello bags 50 te 

{| = 1M—Sc ea. ppd. Larger quantities less. | " TLL at rt 

> Also bulk. Sample & typical uses 35¢, . fey 4 ; 


aida La jersey 
B. SANFORD CO., P.O. Box 3089, St. Louis 30, Mo. | 


““admaster" 


wl, 


TELL 


your sales story in 


LOOSELEAF BINDERS 


NEW Ringless Binder 


Sheets slide in, slide out for easy load- 
ing or changing. Replaces tang binder, | 
takes all 82 x 11 punches; 13 colors or 
tailor made. At your stationers or write 
for free sample. SLIDE-LOK BINDER, | 
E718 First Bank Bidg., St. Paul 1, Minn. | 


DECALS 


BARRON'S DECALS 


Water, Varnish, or Dry, Waterless 
Decals, Any Size or Quantity. Pres- 
sure Sensitive Signs and Trademarks 
in Vinyl, Mylar, Scotchlite. 

J. G. BARRON DECALCOMANIA CO. 
333 WN. Michigan Ave., Chicago, Ill. 
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Circle 1001/Exhibit Moving Booklet 
. « . Aero Mayflower Transit Co. describes 
its special service for moving complex ex- 


hibits. (Page 94) 


Circle 1002/Envelope Selector Chart 
+ » @ Quide to the selection of the proper 
envelope for the mailing has been re- 
leased by United States Envelope Co. 
(Page 33) 


Circle 1003/Addressing Service 
. « « Speed-Address offers a folder on its 
service and mailing list. (Page 36) 


Circle 1004/Addressing Machine 
. @ folder from Rex-Rotary Distributing 
Corp. details the new Listax machine. 
(Page 36) 


Circle 1005/Hard-Sell Handbook 
. case histories showing successful re- 
sults from using hard-sell in mailing cam- 
paigns are available from Sales By Mail. 
(Page 36) 


Circle 1006/Blister Packaging 

» @ guide to the use of this popular 
package has been released by the Jack- 
meyer Corp. (Page 78) 


Circle 1007/Life Survey 

. . . facts about the supermarket shopper 

are revealed in a booklet from Life. 
(Page 128) 


Circle 1008/P-O-P Study 

. . « the results of a survey study on con- 
sumer reaction to point-of-purchase dis- 
plays are discussed in a booklet from 
Century Display. (Page 128) 


Circle 1009/Ad-Clip 

. . » Storewide Promotions offers details on 
a device for putting an ad on a price rail 
in a retail outlet. (Page 128) 


<anninenmennmesmeann® 


Use these return cards 
for your copy of publications 
mentioned on this page 


ee 


An 
aa 


Circle 1010/Display Materials 

. - . Progress Lithographic Co. releases a 
booklet showing continuous display pat- 
terns in display rolls, panoramics, pen- 
nants, etc. (Page 132) 


Circle 1011/P.0.P. Brochure 
. ++ @ variety of point-of-purchase displays 
is illustrated in a KCS brochure. (Page 132) 


Circle 1012/Web Offset 

- what is described as the largest web 
offset press now installed is described in 
a brochure from Safran Printing Co. 


(Page 48) 


Circle 1013/Thomas Collators 
. redesigned products of Thomas Colla- 


Readers’ Service Dept 


9910 


Please have the following sent me. 
1001 1002 1003 1004 1005 1006 
1007 1008 1009 1010 1011 1012 
1013 1014 1015 1016 1017 1018 
1019 1020 1021 1022 1023 1024 
1025 1026 1027 1028 1029 1030 
1031 1032 1093 1094 22~CSC~*# 


a 
If you do not have a personal Ad- 
vertising & Sales Promotion subscrip- 
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next twelve monthly issues (U5S., 
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[] Payment enclosed [J Send bill 


BUSINESS REPLY CARD 
First Class Permit No. 95 


Readers’ Service Dept. 
Advertising & Sales Promotion 
200 East Illinois St., 


Chicago 11, Ill. 


Advertising & Sales Promotion 


READERS’ SERVICE 


tors Inc. are described in new literature. 
(Page 48) 


Circle 1014/Letterhead Portfolio 

+ « colorful letterheads have been com- 
piled and made available by Byron Wes- 
ton. (Page 51) 


Circle 1015/Direct Image Plates 

. - . in offset printing are discussed in a 

bulletin issued by the Polychrome Corp. 
(Page 51) 


Circle 1016/New Press 
. six processes of printing possible on 
Heidelberg’s new two-color, litholetter- 
press are described. 
*Please print or type information below 
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*Note: inquiries for items listed 


not serviced beyond Jan. 1, 1962. 
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Circle 1017/Offset Duplicator 


. « « Ditto has issued a booklet explaining 
how the use of its offset duplicator can 
(Page 51) 


mean savings. 


Circle 1018/Woodcut Engravings 


. « « Of various stages in the manufacture 


of paper are offered by Scott Paper. 


(Page 52) 


Circle 1019/French Types 


. « » from Deberny & Peignot are described 
in a booklet issued by its distributors, 
(Page 52) 


Amsterdam Types 


Circle 1020/V&M Typebook 


. -.@ V&M has issued a new book of the 
(Page 52) 


faces in its selection. 
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Circle 1021/Columbia Typeface 

. «. is now available in foundry 14 point 
and samples are available from Amster- 
dam Continental, the importer. (Page 54) 


Circle 1022/Type Selection 

. « » easier selection is provided by an 
Intertype publication, How to Select Type- 
faces. (Page 54) 


Circle 1023/Imported Type 

. . » from West Germany, Stempel's Pala- 
tine, is shown in a new folder from Am- 
sterdam Types. (Page 57) 


Circle 1024/Business Cards 

. . can be ordered without separate pur- 
chase orders, checks, etc., says a folder 
from R.O.H. Hill. (Page 57) 


No 
Postage Stamp 


Necessary 
If Mailed in the 
United States 


Chicago, Ill. 
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vertising & Sales Promotion subscrip- 
tion and would like to receive the 
next twelve monthly issues (US., 
Canada and Pan-America, $3; all 
others $5) please check below: 


() Payment enclosed [] Send bill 


*Note: inquiries for items listed 
not serviced beyond Jan. 1, 1962. 


Circle 1025/Photo Reporting 
. services of the Sickles firm are de- 
scribed in a packet of promotional mate- 


rials. (Page 64) 


Circle 1026/Visual Control 
- compact visual control board from 
Rol-a-Chart designed for executive use. 
(Page 83) 


Circle 1027/Sales Meeting Guide 

. .- Bell & Gossett offers a planning guide 
for achieving more effective sales meet- 
ings. (Page 92) 


Circle 1028/Ad Gum Ads 

. . - literature on chewing gum in match 

packs is available from Ad Book Co. 
(Page 104) 


Circle 1029/Plastic Premiums 

- - Columbus Plastics Products Inc. re- 
leases an illustrated color catalog showing 
its line of houseware items. (Page 104) 


Circle 1030/Specialty Guide 

. . « Heritage Mfg. Co. releases a booklet 

on the most effective use of specialties. 
(Page 123) 


Circle 1031/Balloon Sample Folder 

. . - Diperaft releases a folder of samples 

and information on advertising balloons. 
(Page 124) 


Circle 1032/New Prize Book 

. . » Bennett Bros. releases a new sales in- 
centive catalog with a new prize book 
format. (Page 124) 


Circle 1033/Laminating Press 
. . » Harco’s entry in the laminating press 
field is described in a brochure. (Page 40) 


Circle 1034/Linotype Exclusives 

. typefaces distributed only by Mer- 
genthaler Linotype Co., are featured in a 
booklet. (Page 40) 
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A complete TV studio—plus theater screening equip- 
ment—goes on a multi-city tour. 
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Mayflower simplifies even 
the most complicated moves 


__WORLO-Wide WOVERS 


America’s Most Recommended Mover 


@ Color television cameras, transmission and receiver consoles, monitors, lighting 
and projection equipment—a half-million dollars worth of delicate units for Smith, 
Kline & French’s elaborate closed circuit TV telecast demonstrations—has been 
“touring by Mayflower” for the past several years. 

Moved from city to city in one of Mayflower’s new special tandem-axle “soft 
ride” Mayflower vans, every show was televised on schedule. Every piece of equip- 
ment was delivered undamaged for each different city’s performance. 

It will pay you to call your Mayflower agent for your next moves of high value 


equipment or exhibits. Write now for “17 Reasons Why” an illustrated booklet 
particularly helpful for exhibit managers. 


AERO MAYFLOWER TRANSIT COMPANY, INC. « INDIANAPOLIS, INDIANA 





PRICE REDUCED JUST IN TIME FOR THE POPAI SHOW. 
SEE US IN BOOTHS 304-306. 
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IN ANY STORE YOUR REVOLVING DISPLAY “STEALS” EVERY 
LIGHT REFLECTION TO LIGHT UP YOUR ADVERTISING MESSAGE 
BRILLIANTLY! USES NO ELECTRIC BULBS OR CURRENT 


This startling new plastic “light-stealer” has a luminosity not remotely possible from paper danglers. The answer is — Uliman Full 
Color Transparencies! Delivered to your field man, easily set up, and ready to hang. Can be hung in any store within 2 minutes... 
no ladders or other paraphernalia needed. In each carton of 25 we supply an ingenious device for installing on ceiling fixtures, no 
matter how high. Use ANY kind of picture or type copy. Available with 3 sides, each 16” x 13¥2”... or can be made with 4 sides. 
Economical prices for small quantities, and in 10,000 quantities 95< each. Write for samples or call our local representative. 


— ULLMAN GRAVURE, INC., 


Gs US SHOW YOU HOW TO 319 McKibbin St., Brooklyn 6, N.Y. 


sight Up Your Promotion Program A division of The Uliman Company, inc. 
HYacinth 7-3700 Established 1888 
FOREMOST PRINTERS IN PHOTOGELATIN AND GRAVURE PROCESSES — SPECIALISTS IN COLOR DISPLAYS ON PAPER AND PLASTIC 


Akron, Ohio — Temple 6-2420 Cincinnati, Ohio — Main 1-2799 Miami, Fila. — Highland 8-9802 Rochester, N. Y. — Butler 8-2550 
Atianta, Ga. — Trinity 4-1672 Cleveland, Ohio — Prospect 1-0224 Minneapolis, Minn. — Federal 6-3857 St. Louis, Missouri — Pershing 9-1559 
Cambridge, Mass. — University 4-4500 Oallas, Tex. — Fleetwood 1-0625 New York, N. ¥.— Hyacinth 7-3700 San Francisco, Cal. — Exbrook 7-0294 
Chicago, Ill. — Graceland 7-3121 Hannibal, Missouri — AC 1-6300 Pasadena, Cal. — Murray 1-0477 Seattie, Wash. — Main 4-7756 
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